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How auto makers 


are using television 


to fight for sales 
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VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 

Represented Nationally by Harrington, 
Righter & Parsons, 

New York, Chicago, San Francisco 
Associated with The Courier-Journal 

& The Lovisville Times 
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*We ought to know ... we've had 
all six of them in use at one time. 


But in Louisville .. . 


WHAS-TV Programming pays off! 


> +-BAR-V | 
RANCH 


"T-BAR-V" 
4:00—5:00 P. M. 
Monday through Friday 
(Market's only live daily 
children’s show.) 


Your Sales Message Deserves 


The Impact of Programming of Character 


BASIC CBS-TV Network 
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(2 -in Cincinnati, Dayton, Columbus, Indianapolis. 


PFEIFFER BREWING 


. in Lansing, Bay City, Grand Rapids, Cadillac, 
Rochester, Minn., Austin, Minn., Detroit, Minneapolis, 
Toledo, Ft. Wayne, Traverse City, Fargo, N. D. 
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LION OlL or | 


- in Memphis, Pine Bluff, Jackson, Miss., Jack 
Tenn, Nashville, Monroe, La., Little Rock, Ft. Smith’ 
and Texarkana, Texas. 
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STARRING ACADEMY AWARD WINNER 


AS HEAD OF THE HIGHWAY PATROL... 


ON THE EXPERIENCES OF HIGHWAY PATROL OFFICERS IN ALL 48 STATES! 
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DAN MATHEWS 
HIS CREED—devotion to duty. x 
HIS REWARD—unswerving 

loyalty of his men. 
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THE MOST IMPORTANT PROGRAM IN YOUR 
COMMUNITY AND FOR YOUR COMMUNITY! 
THE PERFECT COMBINATION ...A BIG STAR, 
STIRRING ADVENTURE, TENSE DRAMA, AND 
FEATURING ... A COLORFUL LAW ENFORCE- 


\ MENT AGENCY IN ACTIO W. 7 


AMY 


NEW YORK 


C Sle WHS OP? CINCINNATI 


HOLLYWOOD 
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“HIGHWAY PATROL” OFFERS THE 
mightiest, the most complete 


PROMOTION PLANS 


\ 
ever put in the hands of TV Advertisers! 
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IN ADDITION, you get vast 


opportunities to make new friends 
for yourself and your product 
through timely tie-ins with local 
and state safety campaigns, safety 
education programs and safe driv- 
ing promotions. You'll find your 
auto club, PTA, highway patrol, 
chamber of commerce and other 
civic groups eager to co-operate 
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produce “live’’ picture interest 


Wace your film programs have the “snap” and realism characteristic 


of “‘live’’ pick-ups, you have a client benefit that sells itself and pays 


off handsomely. If you can achieve picture quality which will make it 


difficult for a television viewer to know whether the program coming 


into his home is “live” or ‘‘on film,” you’re in business! 


It’s possible to do just this with good black and white films—simply 


by replacing outmoded equipment. 


Studio realism— 
highest picture quality 


RCA’s TK-21 Vidicon Film Camera is the 


answer. This improved equipment offers 


all the dimension associated with “live” 
programs, provides studio realism and 
highest picture quality. It’s so life-like, 
the viewer gets the impression that the 
show is being presented in the studio just 
for him! Thus, the spot advertiser is 
offered the psychological advantage of 
“live” programming at the low cost of 


film. Competitively, this is your bread- 


mye knows 











and-butter business and its growth will 
be measured in direct proportion to 
its effectiveness. 

A check of some of the more technical 
advantages shows why the TK-21 Film 
Camera is a station’s best investment for 


extra profits... 


“Live’’ picture 
sharpness 


The TK-21 is the only film system with 
enough signal output to use aperture 


correction to bring picture detail up to 








maximum sharpness (detail resolution 
100% at 350 lines) with a high signal 
to noise ratio. 


“Live” picture contrast 
The Vidicon tube is ideal for film repro- 
duction. It has unexcelled contrast range 
and assures realistic gray scale rendition 
over entire picture. This means you can 


get studio realism in your film pictures. 


Edge-lighting, shading 
eliminated 

The RCA Vidicon operates entirely with- 
out edge-lighting, electrical shading, or 


any other form of supplemental lighting. 


This camera virtually runs by itself. 





Used for finest quality reproduction of 
monochrome motion picture films or 
slides in a television system, the TK-2] 
may be mounted directly to projectors 
or multiplexed. 

For complete information about the 
TK-21 Vidicon Film Camera, call your 
RCA Broadcast Sales Representative. 


RADIO CORPORATION 
of AMERICA 


@ ENGINEERING PRODUCTS DIVISION - CAMDEN, N.J. 
In Canada: RCA VICTOR Company Limited, Montreal 
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known and loved by 
in books, in movies, ° 
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Magnificent f Costume-A ction... 


OFFICIAL 
FILMS, INC. 






































AMERICA’S 
oO" TV 
MARKET 


seams 


mARTLAN 


316,000 
WATTS 


WGAL-TV 


LANCASTER, PENNA. 
NBC and CBS 


The WGAL-TV multi-city mar- 
ket area is comprised of 
912,950 TV sets owned by 
3% million people who have 
$5% billion to spend each 
year — America’s 10th TV 
Market. 


STEINMAN STATION 
Clair McCollough, Pres. 


MEEKER TV, INC. 
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Letter from the Publisher 


Beware the amber light 

There are two pieces of anti-tv promotion which have been given 
wide distribution in the past few days. 

One of these is a “Television Facts Bulletin” issued by the Hearst 
Advertising Service. It purports to show a large number of television 
advertisers who have been in and out of network tv. 

The list is a curious one indeed. It includes firms who have since 
gone out of business, firms who are among the top advertisers on 
television, such as Bulova, Wildroot and others. 

Whatever moot purpose the bulletin was to accomplish was 
quickly dispelled by its inaccuracy. 

The other promotion piece conforms more to the Marquis of 
Queensberry rules of inter-media competition. It is a bulletin pro- 
duced by the newspaper representatives, Moloney, Regan & Schmitt, 
and it also attempts to take a poke at tv. 

Television can expect more of these tirades. It is to be expected 
that the other media are going to shoot more and more at what has 
become America’s No. 1 advertising medium. 

Herein lies an important caution signal to all of television. With 
tv billings soaring to new heights this fall and network spot and 
local billings scaling new peaks, a cloud of smugness — no bigger 
than a man’s hand — has made its appearance. 

Many over-enthusiastic station operators have started to talk about 
being “sold out.” Upon closer examination this means they are sold 
out of key, desirable time. As one major timebuyer put it in an off- 
the-record conversation the other day, “I don’t think there is a station 
in America that can’t clear time, and because of the nature of the 
medium, we will never be able to get exactly the time we always want 
on all stations.” But this timebuyer, who places some $4 million 
worth of business a year went on, “I find the attitude in some quar- 
ters somewhat disconcerting. Because quite frankly, no matter how 
tight a situation is, I still want to be sold.” 

One organization that is selling — and dramatizing the sales 
impact of tv at all levels is the Television Bureau of Advertising. 
Organizationally it has geared itself to the hard sell. Its presenta- 
tions have been crisp, original, imaginative and hard hitting. 

But the caution signal within the industry is apparent because of 
competition within and competition without. The industry is not 
realizing its greatest potential if it stops selling and selling hard. 


Cordially, 


I. eck 























“CHAMPIONSHIP BOWLING” is the TV sports 
champ! The TV industry voted it first, as the best, 
new, non-network series, in BILLBOARD’S Annual 
Program and Talent Poll. And no wonder! 
“CHAMPIONSHIP BOWLING” is now racking up 
ratings that can only be described as astonishing. 
Not even baseball, fights or pro football can 
compete. Sounds almost unbelievable, but it's true! 





WKJIG-TV Ft. Wayne, ind.—5:30 Sat. aft. 40.4 
WHAMG-TV Rochester, N.Y.—2:30 Sat. aft. 30.0 
WDAF-TV Kansas City, Mo.—1:00 Sun. aft. 18.0 
WKRC-TV Cincinnati, Ohio—1:00 Sun. aft. 22.4 


she camels 8 BOWLING 


52 HOUR FILMS NOW IN THE CAN 


, 
a VE ant. - It’s a one-hour film show (shot specifically for Television) 
* THE STARS! FE featuring match elimination games between champions of 
> ee tops, you've got ed og wd tops. the bowling world for major cash awards. No sports film 
° : v a x : : ’ 
“a eB. by Ba pm — > can equal this one for excitement and suspense. Here's a 
oe — sad group that comprises the — show that will build a big rating overnight in any time slot 
: > a easter ba: regardless of competition—even the best feature films. 
Fd STEVE NAGY BUZ FAZIO , : 
+ 7 DON CARTER JOE KRISTOF =" For descriptive brochure, prices, and 
. ¥ 
4 . ANDYVARIPAPA JOE NORRIS ° audition film, write, wire or phone 


A. 4 NED DAY BILLY WELU* . 
= yA BUDDY BOMAR ~— ED_ KOWAALICS 4 “ 
*- “\. JUNIEMcMAHON PAUL KRUMSKE * 


WALTER SCHWIMMER CO. 


CONNIE SCHWOEGLER ty; 75 E. Wacker Drive, Chicago 1, Illl., FRanklin 2-4392 





JOE WILMAN STAN GIFFORD se 
=e “~/{- BILL LILLARD CARMEN BE 


New York Office: Howard Henkin, 16 E. 41st St., LExington 2-1791 
Hollywood Office: Tom Corradine, 5746 Sunset Blvd., HOllywood 2-4448 
Conade, Spence Caldwell, 447 Jarvis, Toronto, Walnut 2-2103 
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INCREASE Your Television 


or Radio Station Income 


MONEY NOW! Korber Associates has the know how 
] and the sales force to increase YOUR Television or Radio 
Station income immediately. 


AUDIENCE PROMOTION! In addition to bringing in 
2? immediate dollars the Korber Associates plan includes a 
complete audience promotion kit with many valuable prizes 
in which YOUR Television or Radio Station audience shares. 


NEW ACCOUNTS! Korber Associates works from a re- 

3 stricted account list and does not compete with your local 
sales force but actually aids that group by bringing many 
new accounts into YOUR station. 


GUARANTEE! Korber Associates guarantees satisfaction 


4 to the accounts he selis and to YOUR Television or Radio 
Station. That is why, Korber, “he’s always welcome back!” 


WIRE COLLECT FOR FULL INFORMATION 


o & 
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ARE YOU 
IN THIS 
PICTURE? 


We Ss B T rr T Vv SOUTH BEND, IND. 





BETTER TAKE A CLOSE LOOK AT THIS PICTURE. WE THINK 
YOU OUGHT TO BE IN IT AND HERE’S WHY... 


WSBT-TV DOMINATES THE 
SOUTH BEND MARKET 


No other station, UHF or VHF, whose signal reaches the South Bend 
Market, even comes close to WSBT-TV in share-of-audience. South 
Bend is a fringe area for Chicago and Kalamazoo TV stations. To 
illustrate: After WSBT-TV began carrying the Ed Sullivan Show, this 
program’s South Bend audience increased over 300%! Further proof: 
When WSBT-TV went on the air, set ownership in South Bend jumped 
from 29% to 80%! (Hooper, Nov., 1954). 


WSBT-TV VIEWERS COMPRISE ONE OF 
AMERICA’S RICHEST MARKETS 


South Bend’s Metropolitan Area is the Nation’s 5th richest in family 
income. The South Bend-Mishawaka City Corporate Area is Indiana's 


2nd largest in income and sales! 


WSBT-TV GIVES YOU A BIG, PROSPEROUS 
14-COUNTY COVERAGE AREA 

Population of the station’s coverage area is 814,600 or 248,900 
homes. Effective Buying Income . . . $1,342,802,000. An exceedingly 


important market! 


WSBT-TV REACHES 181,953 
UHF EQUIPPED SETS 


95% of the TV homes in the area are UHF-equipped to receive WSBT-TV. 


CHANNEL 34 


A CBS BASIC OPTIONAL STATION 





ASK PAUL H. RAYMER COMPANY ® NATIONAL REPRESENTATIVES 
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WSM FOLK STARS... 
... SCORE AGAIN AS... 
... SHOWMEN TO A NATION ... 


Cielareme)(- 


CHANNEL 4 





16 September 1955, 


What better proof could you find of 
WSM-TV’s stature as one of America’s 
top television stations? 


The 29-year popularity record of WSM’s 
Grand Ole Opry . . . and the audience re- 
sponse to “Opry Matinee”, “R.F.D. 
Nashville”, and other WSM-TV shows 
featuring Opry Stars made a deep 
impression on several large television film 
companies. One of the largest of these, 
Flamingo Films, Inc., sent a camera crew 
to Nashville to film on the spot a com- 
plete 52-week series of half-hour Opry 
shows for television. 


Although only recently released, “Stars 
of the Grand Ole Opry” has already been 
sold in 70 markets." Among the top-rank 
sponsors: Pillsbury Mills, Borden, J. I. 
Case Tractor Co., Martha White Mills, - 
Ford dealers, Hotpoint dealers, and a 
division of Swift and Company. 


For further proof that WSM-TYV is 
“clearly Nashville’s No. 1 TV station” 
contact WSM-TV’s Irving Waugh or 
your nearest Petry Man. 
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FULL SPEED AHEAD 


Tv sparks soaring new car market 
as makers chart their 1956 courses 


AGGRESSIVE GIANT 


150 advertising years build 
Colgate sales to $425 million 


BANKS AND SAVINGS INSTITUTIONS 
They plan to spend $27 million 


on local television this year 


HOW BIG IS THE AUDIENCE? 


Its dimensions separate 
even those who measure it 


THE AD’S THE THING 
The Joseph Katz Co.’s founder 


puts inspiration over research 


CLEAN, HONEST AND TRUTHFUL 


With precise advertising rules, 
Britain inaugurates commercial tv 


TOTALS FOR TOLL 


Pulse questions set-owners 
on what it is, who wants it 


Cover: Anthony Saris 


DEPARTMENTS 


12 Publisher’s Letter 
Report to the readers 


27 


39 


65 


8 Washington Memo 
The FCC’s fall work load 


Business Barometer 


Measuring the trends 


99 Wall Street Report 
The financial picture 


Tele-scope 
What's ahead behind the scenes 115 Set Count 


Market-by-market figures 


Newsfront 
The way it happened 


Film Sales 


115 New Stations 
The openers’ openings 


The month’s contracts 


Spot Report 


125 In the Picture 


Portraits of people in the news 


Digest of national activity 


Network Schedule 128 In Camera 


The September line-up 


The lighter side 








WJAR-TV 


channel 10 
PROVIDENCE... 


»~ 


SOLID 
ENTERTAINMENT! 

















a 





and 


SELLS 
MERCHANDISE! 


Put your product before the BIG 
TV AUDIENCE in Southern New 
England through Channel 10, 
Providence. 


DOMINANT 10 


Providence, Rhode Island 
Represented by WEED TELEVISION 


Sy 
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YW .. the bell doesn’t ring out from 


the top of the old Red Schoolhouse . . . maybe nobody totes 
his lunch any more . . . but September is still traditionally 
the time when America goes back to school. 
Another American custom that’s here to stay is the one of watching 
local TV programs. The public has become accustomed and 
attached to its local TV personalities. They believe in what they say 


... and their belief pays off in increased business for the advertiser. 


Atlanta KARK.-TV. . . Little Rock WOAI-TV. . San Antonio 

WBAL-TV. . . Baltimore KABC-TV. . Los Angeles KFMB-TV...San Diego 
WFAA-TV...... Dallas WISN-TV. .. Milwaukee KGO-TV.. San Francisco 
KOA-TV....... Denver KSTP-TV..Mpls-St.Paul KTBS-TV . . Shreveport 
WSM.-TV.... Nashville KREM-TV.... Spokane 

Norfolk 
Houston 

WHTN-TV. . Huntington Peoria ABC. . Pacific Television 
WJIM-TV Lansing . - Sacramento Regional Network 


Edward Petry & Co., Inc. 


NEW YORK e CHICAGO e LOS ANGELES e DETROIT e ST.LOUIS e SANFRANCISCO e ATLANTA 




















On the air this fall 
In Pittsburgh, Pa. 


the basic CBS station 


vv | 


CHANNE a Ib WATTS 


announces the appointment of 





BLAIR 


as exclusive national representative 


Effective immediately 
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Keeps Pace 

I've been a regular reader of your 
publication from its inception and 
have found it most helpful in keeping 
abreast of the fast moving develop- 

ment of television. 
Norman H. Strouse 
President 
J. Walter Thompson Co. 
New York City 


Wowed Them in Worcester 

In Worcester, Massachusetts. 
America’s 33rd retail market, you 
can’t buy, beg, borrow or steal a copy 
of the July issue, thanks to the terrific 
coverage on your spot report. 

. can you get circulation to part 
with three copies? 

By the way, we’re still getting mail 
on the “You are the Jury” article of 
almost a year ago. 

Mitton L. Fircu 
President 

Howard Wesson Co. 
Worcester, Mass. 


Fort Wayne Reprints 
Please send 500 Fort Wayne 
“Strangers into Customers” reprints 
immediately. 
R. J. McEroy 
KWWL.-TV Waterloo, lowa 


Please send us 100 reprints of the 
Fort Wayne “Television Before and 
After” story. 

Harry Huey 
KSTV Reno 


Please send us 100 reprints. 
Frep L. CorsTaPHNEY 
WSLS-TV Roanoke 


Please send us 100 reprints of 
“Television Before and After.” 

H. K. Martin 

WALA-TV Mobile 


wow-Tv would like to order 1,000 
reprints of the Fort Wayne “Television 


Before and After” story that appeared 
in your June issue. 

ROBERT SEITZER 

Promotion Manager 


WOW-TV Omaha, _ eb. 


We would like to order 200 reprints 
of the Fort Wayne “Television Before 
and After” story which appeared in 
your June issue. 

Evinor Bett 
KOLN-TV Lincoln, Neb. 
Note: While the supply of reprints of the 
Fort Wayne story has been exhausted, addi- 
tional printing can be arranged for large 
orders. 
A Natural 

I not only read TELEVISION AcE, | 
like to read it. It speaks my language. 
I consider it important that I do not 
miss a single issue and so I get my 
issue at home. 

WenpvELL D. (PETE) Moore 
Advertising Manager 

Dodge Division 

Chrysler Corp. 


Easy to Read 
The format of your book seems to 
be improving all the time, and | find 
it easy to read — and the contents, | 
am sure, are helpful to every broad- 

caster. 

WILLIAM Fay 
President 
Stromberg-Carlson 
Broadcasting Corp. 
Rochester 


Film Outlook 
The article on “The 1955 Fall Film 
Outlook” is outstanding and should 
prove to be a gold-mine of information 
for all interested in the film aspects of 

television. 

Davip A. Baver 
Vice President 
Atlantic Television Corp. 


New York City 


. our company name was in- 
correctly listed on page 82 of your 
August, 1955 issue under the Film 
Sales section. The listing headed 
“United World Productions” should, 
obviously, have read “United World 
Films, Inc.” 

James C. Beatty 
United World Films 
New York City 


Bakery Story Reprinted 
I appreciate your permission to re- 
(Continued on page 24) 

















That's right ! When you buy a slice of 


WJAC-TV, Johnstown . . . you get 


generous portion of the entire South- 
western Pennsylvania market; Johns- 
town, Pittsburgh AND Altoona! 


Check these Hoopers on WJAC-TV: 
FIRST in Johnstown 


(a 2-station market) 


SECOND in Pittsburgh 


(a 3-station market) 


FIRST in Altoona 


(a 2-station market) 


Sure recipe for fast sales in the 1 buy 
that covers 3... 


JOHNSTOWN - CHANNEL G 





Ask your KATZ man for full details! 
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The advertiser who 
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No trade secret is more jealously guarded by 
advertisers than the specific effectiveness of 
their television commercials. 


The other day we succeeded in coaxing one of 
them into talking about a particular 90-second 
announcement which was broadcast one night 
at 8:26 on the CBS Television Network. 


Immediately following the broadcast 29,972 
people in the audience sat down and wrote to 
an address in New York City. The postmarks 
disclosed that each request had been mailed 
prior to 11 p.m. the same night. 


The fuse which touched off this explosion of 
letter-writing was an announcement offering 
free samples of Nescafé to anyone who wrote 
and asked for them. The offer was made by 
The Nestlé Company on its CBS Television 
program on the evening of September 19, 1953. 


Over a period of eighteen months 15 similar 
announcements, each taking no more than a 

minute-and-a-half, yielded a total of 2,163,775 
requests from the audience. 


More than any words, these statistics speak 
volumes about the extraordinary impact of 
television—its power to activate swiftly and 
simultaneously vast numbers of people — 

and the economic consequences of this power. 


Although conspicuous for its dimensions, the 
Nestlé story is typical of what happens when 
an excellent product, effectively presented, 
receives the exposure of the largest single 
advertising medium in the world. 


CBS TELEVISION 
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LES 
BLUMENTHAL 
Vice 
President 
Wm. H. 
Weintraub 
& Co., Inc. 


says... 





“Well deserved kudos 
to the WNHC-TV peo- 
ple in this their 8th 
telecasting year. In 
the center of one of 
America’s most pros- 
perous markets they 
can produce results 
and many times on 
extremely limited 
budgets. Here’s one 
case where experi- 
ence, and that means 
‘know-how’, cer- 
tainly pays off.” 











Compare these facts! 


15 County Service Area 








Population 3,564,150 

Households 1,043,795 

TV Homes 934,448 
Channel 8 


SERVING HARTFORD & NEW HAVEN AREAS 


represented by the katz agency, inc. 
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| Letters (Continued from page 21) 


print the article, “Bakery Business,” 
which appeared in the July issue of 
TELEVISION AGE. 
material in the August issue of New 
South Baker. 


We are using this 


VirGINIA CRENSHAW 
New South Baker 
Atlanta, Georgia 


Timebuyer List 
The reprint of 2,000 timebuyers .. . 


we are very interested . . . please send 
us one copy. 

Morris WATTENBERG 

Mgr. Adv. & Prom. 

WNBK Cleveland 


. we would appreciate the fol- 
lowing 2,000 
The import of transport. 

S. W. Porrer 
Potter Products Corp. 
New York City 


reprints: timebuyers: 


. please send six copies of the 
reprint list of television timebuyers. 

GrorRGE HALLBERG 

Sales Prom. Director 

Yankee Division General Teleradio 

Boston 


Please send use one reprint of the 
television timebuyers. 

Myron BRreEsNICK 

Fleetwood Films Inc. 

Mount Vernon, N. Y. 


. one reprint of . . . Television 
timebuyers. 

W. C. Payette 

United Press Association 

New York City 


. . » please send six reprints of your 
list of 2,000 timebuyers. 

C. P. HasBroox 

President 

WCAX Burlington, Vt. 


.. « the list of television timebuyers. 
CHARLES STONE 
WMBR-TV Jacksonville, Fla. 


Please send two reprints of the list 
of 2,000 timebuyers. 

ROBERT SEITZER 

WOW-TV Omaha, Neb. 


. . . please send us one copy of the 
list of 2,000 timebuyers. 

GLENN CLARK MILLER 

WCPO-TV Cincinnati 


. . . the list of television timebuyers 
. will be a very useful item. 

W. A. Pomeroy 

Guild Films, Detroit 


Note: List of timebuyers is available at 5O 
cents each, 40 cents in lots of six or more. 


Likes Magazine 

I enjoy receiving and _ reading 
TELEVISION AGE each month. You are 
doing a fine piece of work and you 

have my sincere congratulations. 
Frank V. Bircn 
Chairman of the Board 
Klau, Van Pietersom, Dunlap Inc. 
Milwaukee 


Bank Opening 

Although the enclosed may be too 
late for your article on use of televi- 
sion by banks and building & loan 
associations we are sending you photos 
that were taken just a few days ago 
during a remote telecast from the First 
National Bank here in Lubbock. The 
telecast was done in connection with 
the bank’s move to their new location 
in a newly completed 20-story office 
building. 

Mr. David Bates, vice president of 
the First National Bank, said that the 
response to their opening was far 
greater than they had anticipated, with 
an estimated 30,000 people attending 
the opening and the remote telecast. 
According to Mr. Bates the bank is 
highly pleased with results. 

W. H. SHIPLey 
Promotion Manager 
KDUB-TV 
Lubbock, Tex. 


Note: Since the information and pictures 
were toe late for inclusion in “Banks and 
Savings Institutions” on page 46 Mr. Ship- 
ley’s letter about the telecast is reproduced 
here. 


P-C & H Article 
August . . . story on our agency 
is very interesting. .. . 
J. B. Woopsury 
President 
R. J. Potts-Calkins & Holden 
Kansas City 











The 
Seattle, Washington, 


marke t area ot 1.516, 


buying mcome of over 


100,000 Watt NBC 


( ‘han Le l 


i} 


Tele VvIStON a filiate 


4, covers a 


L41 people with an effective 


three billion dollars. 


A bonus market in Canada and Oregon totals 


Qh additional 58 


3,367 people. 


is nationally represented by 


NBC SPOT SALES 


30 Rockefeller 


Plaza, New York 2 


Represe ? ting 
WRCA-TV Nx Yor 
WNBQ Chicago 
KRCA Los Angeles 
KSD-TV St. Louis 
WRC-TV Washingtor 
WNBK Cleveland 
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TELEVISION STATIONS 
KOMO-TV Svattl: 
KPTV Portland, O 
WAVE-TV Louis 


KONA-TV Honoly 


GET INTO THIS PICTURE 


THIS RICH AREA 
3,476,600 people with a $5,751,633,000 
annual consumer spendable income* 


PREFERS WHIO-TV 
8 of top ten weekly shows** 


BUY WHIO-TV AND SELL! 
For more details, call George P. Hollingbery, 
our national census taker. 


CHANNEL / DAYTON, OHIO 
ONE OF AMERICA’S GREAT AREA STATIONS 


*1955 Consumer Markets 
**June, 1955 Pulse Report 











Business barometer 


June brought the usual slump in television billings with declines in every 
category of business. The drop, coming after the new highs set in May, 
was a little greater than that last year, particularly in local and 
national spot billings. 





The TELEVISION AGE Business Barometer, now in its 2lst month, found local billings 
off 6.4 per cent in June 1955 over May; national spot down 6.9 per cent, 
and network lower by 6.4 per cent. 





This may be compared with the June changes last year which were -4.0 per cent 
for local; —5.2 per cent for national spot, and -—6.1 per cent for 
network. 





SPOT NETWORK 


comparing June billings with May: +s) —6.4 


Nov. Dec. Jan. 1955 Feb. Mar. May June 





| 























Oct. 1953 
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While the summer decline in each division this year was greater than that in 
1994, the level in each case continued high due to the strong trends 
which have been followed throughout the late winter and spring. 





Local's June level is 39.2 per cent above the October 1953 parity on which the 
Business Barometer chart is based. This means that the present figure 
is still higher thai any other point in local television-billing history, 
except for March 1955. The level in March was 41 points above the 
October base. 





Spot's June level is 42.4 per cent above the base. This point, like that for 
local billing, is higher than any point previous to March. A glance 
the chart illustrates this trend. 





Network, at 54.9 per cent above the base, is at a level comparable to that in 
January 1955 when it was 55.7 per cent above the mean. The network 
billing levels previous to that month were all lower. 
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The conclusion, then, must be that while the June drop-off is slightly greater 
than in 1954, television is maintaining satisfactorily the high ground 
it has attained during the winter and spring seasons. 





The July Business Barometer is expected to show additional declines in all three 
categories, just as it did last year. Whether or not these declines 
will be as great as last year is problematical. 





With the June drop-off slightly greater than last year, that in July will probably _ 





be slightly less than in 1954 since business generally continued strong 
throughout the summer. 


The drop in local business in July 1954 over June was -—7.2 per cent. That in 





national spot was —9.3 per cent and in network, —3.6 per cent. 


June is the first month since January in which either local or national spot 
business has shown a decline. Network business dropped slightly in 
February and again in April. Except for those brief relapses network 
billings have been rising steadily since July 1954. This trend, again, 
is easily followed on the chart. 





Comparing June 1955 figures with those for June 1954 shows an increase of 25 
per cent in local billings, a national spot gain of 29 per cent and a 
network gain of 29.7 per cent. 





NETWORK 


LOCAL SPOT 
increase from June 1954 to June 1955: (+2) (+20) (+20) 


Since these gains are for the entire industry they take into consideration new 
Stations going on the air and should not be applied to any particular 
Station. Individual established stations, on the average, will show 
smaller percentage gains because of this new station factor. 





Breaking down the Business Barometer report for June shows that the smallest 
svatlors, tnose with annual billings of $750,000 or less, were better 
than the national average in local business. National spot on these 
smallest stations was about average and network business was better 
than was the case nationally. 





Stations with annual billings between $750,000 and $1.5 million were under the 
average in local billings, about average in national spot and slightly 
below the norm in network billings. 





Larger stations, with annual billings between $1.5 million and $2.5 million, 
enjoyed better local business than the national average; slightly under 
the average in national spot, and better than the norm in network. 





Largest stations, those with annual billings above $2.5 million, were over the 
average in local business, about normal in national spot, and just 
under in network business. 





The exclusive TELEVISION AGE Business Barometer has been published for a total 
of 21 months, giving it a backlog of television experience figures which 
make prediction of current trends possible. June is the fifth month 
which followed, almost to the percentage point, the advance predictions 
made for it by the editors of Business Barometer. 





Percentages for the Barometer are furnished to the magazine by Dun & Bradstreet 
and are based on reports made directly to that Wall Street firm by 
cooperating stations. Analysis of the percentages is by the editors of 
TELEVISION AGE and their consultants. 
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| KILOWATTS 


...N0w more than ever 


With the recent delivery of a new Du Mont 50 KW television 
transmitter, KDUB-TV, Lubbock, Texas, 
extends its range to reach an even greater audience. 








The excellent performance record of the original KDUB-TV 
Du Mont 5 KW transmitter is reflected in the purchase of 
the new 50 KW model. KDUB-TV now joins the ever- 
increasing list of television stations that have started and 


- grown with Du television broadcasting equipment. 
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WEST TEXAS 


MIRACLE 
MEDIUM 


Man, KDUB-TV has power running 
out its ears as West Texas’ most pow- 
erful station! The Lubbock, Texas 
Market is dominated with the best 
programming (CBS & DuMont Nets). 
The best- reception and the most com- 
plete coverage 

When you want Texas you need 
KDUB-TV for more (high income) 
viewers per dollar than with any 


other Texas television. 


wan 


NATIONAL REPRESENTATIVES: AVERY-KNODEL, INC 


WOST POWER —TALLEST TOWER _FIRST STATION IN. WEST TEXAS K | UB-T V ESTABLISHED 1952 


W. D. “Dub” Rogers, President & Gen. Mgr 
George Collie, National Sales Manager 


LUBBOCK, TEXAS 
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WBRE-TVs Powerful Influence 


Now First Million Watt 
Station in the Nation! 
Serving 2,000,000 Population! 
Verified Set Count 225,000! With a full schedule of NBC shows . . . out- 
standing local shows...news and sports 


Stop...and consider that now you can coverage of local, regional and national in- 
cover the entire Northeastern area of Penn- terest, WBRE-TV is the “basic station buy™ 
sylvania with the Nation's most Powerful in this thickly populated industrial-agricul- 
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WBRE-TV's 
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SUPERIOR SALES POTENTIAL 


Sales Figures Reported at Us Managemen 


Based on 1953 Retail 


OF the Nation's 100 Metropolitan County areas, 
Witkes-Barre, Luzerne County ranked 65th . . . . 
the combined retail sales of these two major 
Pennsylvania markets covered by WBRE-TV, ex- 
ceeded those of the Nation's ORM retail soles 


@ millon watts covers 17 of the 67 counties in 
Pennsylvania, having 2 combined retail sales 
equivalent to the Nation's L2ZERR market, Bolti- 
more, Md. 


WBRE.-TV is the “POWERHOUSE” of Northeast- 
ern Pennsylvania . . . . serving over *225,000 


market, Sen Bernardino, Caliborme. 
in addition to this impressive lect, WBRE-TV with 


Station ... WBRE-TV !!! tural market. 






















sets with the most powerlul progr 
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-TV Ch. 28 
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VERIFIED 
by ARB" and PULSE” 


*WBRE-TV .... the nation’s firsts MILLION WATT 
STATION delivers to the advertiser the majority of 
viewers in the key marketing area of Wilkes-Barre, 
Scranton, Hazleton, Sunbury and Williamsport with 
an average weekly share of audience of better then 40% and 
leads all other stations coming into this vast manufacturing 
and agricultural market by 23% to 400% 


*WBRE-TV not only leads in audience ratings in the 
Wilkes-Barre-Scranton area, but also delivers more than 
40,000 more sets than the second station in the market 


*These two thoroughly competent survey organizations 
show that WBRE-TV unquestionably is the leading TV 
station in Northeastern Pennsylvania which comprises more 
than 17 Counties and a population of over 2,000,000. 





== TARBONDALE _ 
— va ais 
WBRE-TV Always Head of the Class ae Pe 
= —_ 
The nations first Million Watt Station serves a 70-mile wear az 
pATES) I radius, comprising 17-counties (plus) in N. E. Pennsylva- WILKES-BA 
.. : 
GR VER AGE ,; a with a population of over 2,000,000. 38 
(6) th 
: C ! ARB and PULSE surveys show that WBRE-TV has an a oP muti 
T | average weekly share of audience of over 40% and leads by -—_ 
pEATES E! | 23% to 400% over the other stations! ARLLETON 
CF DIENC "| One station... WBRE-TV ... delivers the viewers in the WV A 
A | key marketing areas of Wilkes-Barre, Scranton, Hazleton, tain oat nD 7 : 
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2ee . * *Your Headley-Reed representative aon Bll 5 ‘ ; = 
Verified Set Count of 250,000 as of April 1955 wearers jS Danvicie % 


ence; in programming; in perfect pic 
ture ... which all adds up to making it 
the leader in Advertising Value 
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VERIFIED SET COUNT OF 259,500 as of June 1, 1955. .= 


TEST | 
GREA SING | 
ADVERT 


Your Headley-Reed representative has these and m 
more facts to prove the consistent class | arsBuee 
| WBRE-TV ... he will be glad to show them U 
| 
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TOPS IN 
TELEPULSE 


Anyway you look at it — things are changing in the Galveston- 
Houston market. According to the July, 1955 Telepulse for the 
Houston-Galveston Metropolitan Area, the number one show was 
“$64,000 Question” and had a rating of 32.6. In the July 1955 
Telepluse for the Houston Metropolitan Area, the show, “$64,000 
Question”, was Number One with a rating of 30.7. 


NOW MORE THAN EVER=THE BEST BUY IN TEXAS 


KGUL-TY GULF TELEVISION COMPANY GALVESTON 
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Represented Nationally by CBS Television Spot Sales 
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Decision in October 


The American Sugar Refining Co. will give its decision 
on its tv spot plang sometime early in October, the begin- 
ning of its fiscal year. The company’s agency, Ted Bates, 
N. Y., has collected data on availabilities and costs for some 
50 markets. But American Sugar is not expected to set up 
buys in more than 30 of these. 


Candy Makers Turn to Tv 


In order to recapture slipping candy sales, all major 
companies have bought heavily into spot tv. Current hold- 
out is Curtiss (Baby Ruth) which has been using four 
color magazine spreads, but is testing tv in a few mid- 
western markets. (See August “Spot Report.”) 


Tuesday Night Competition 


In the coming season, probably the hottest network com- 
petition, to have and to hold viewers, will take place on 
Tuesday nights, 8:30-9. Not only is the contest between 
networks but it also tests, to some degree, the virtues of film 
vs. live programming. Film representatives are: ABC-TV 
with its new Wyatt Earp western series, sponsored alter- 
nately by General Mills and Parker Pen, and CBS-TV with 
its new Phil Silvers situation comedy, Y ou’ll Never Get Rich, 
paid for alternately by Amana and R. J. Reynolds for 
Camels. 


NBC-TV Show Is Live 


The live entry for Tuesday evening is from NBC-TV, 
with the second half-hour of the 60-minute show starring 
in three-week intervals during the 39-week season: Milton 
Berle, in 13 shows for Sunbeam, RCA and Whirlpool- 
Seager; Martha Raye, in 13 shows for the same sponsors 
and, all for Chevrolet, Bob Hope, in seven programs, Dinah 
Shore, two, Betty Hutton, one, with three dates yet to be 
star-filled. 


Two New Campaigns 


Compton Agency, N. Y., will be breaking tv spot cam- 
paigns soon for each of its two new accounts—Crosley 
Division of AVCO, handling tv and radio receivers, and 
The Nehi Corp. The Crosley campaign will probably be on 
a co-op basis. Timebuyer assigned to the account is Bert 
Mulligan. Nehi can be counted on to come up with as-yet- 
undetermined spot activity to replace its 194-market spon- 
sorship of the quarter-hour film series, The Ames Brothers 
Show, which ends its 26-week run this month. Frank 
Sweeney is the Nehi timebuyer. 


3-D Again 


One of the major television set manufacturers will be 
bringing out in six months a receiver with a screen that can 
convert the present flat-transmitted picture to 3D. 


Provocative Book 

Next month Harper & Brothers will publish a provocative 
book entitled The Television-Radio Audience and Religion. 
The book takes up with much vim, vigor and vitriol such 
topics as: Who makes up the audiences of Norman Vincent 
Peale, Fulton J. Sheen, Ralph Sockman, Charles E. Fuller 
and others? What influence do these programs have on the 
listener’s religious life? What is the future of religious 
broadcasting? The work is the combined effort of three 
men, each active in tv-radio or religious projects. The Fore- 
word was written by Oscar Katz, director of television re- 
search, CBS Television. 


Picture Hunting 

The most pressing problem still facing Tom O’Neil in 
connection with his $25-million purchase of RKO Radio 
Pictures is having in hand enough film properties to feed 
both his production studios and distribution exchanges. 
That was why the General Teleradio head had hardly gotten 
out of bed, after getting a much-needed night's sleep follow- 
ing the signing with Howard Hughes, before he went ahunt- 
ing for films to release and films to make. His first foray 
took him to United Artists. He offered to buy the company. 
He was turned down fiat. 


Morton Coming Back 

Television spot schedules in about 60 markets were can- 
celled by Morton Packing Co. (frozen foods) last month. 
The reason given was that the heat dissolved company’s 
sales. However, when the cooling breezes of autumn come 
back again, Morton’s will attempt to restore all of its 
schedules. Ted Bates is the agency. 


Food Product Campaign 

One of the big spot campaigns of the coming season is 
being set up by Stokely-Van Camp, Inc. for several of its 
food products but with the heaviest share going to Van 
Camp Pork and Beans. The campaign starts Sept. 26 in 53 
markets, not including any the company has been using for 
its “Best Cook” promotion during the past year. (See “Spot 
Reports” for June and Aug. 55.) The new schedules are set 
to run for 39 weeks, with frequencies of five or more 
announcements—minutes and 20’s—per week, all placed in 
day times on either Thursday or Friday. Calkins & Holden, 
N. Y., is the agency. 


Official Films Promotion 

The sign that Official Films, Inc. is headed up in both 
its properties and profits is the recent promotion of Herb 
Jaffe, vice president, to the new position of executive vice 
president, and Herman Rush, to vice president in charge 
of sales. In the last several months, Official’s list of shows 
has grown from 11 (see TELEVISION AGE April °55) to its 
current total of 16. The company is also in the process of 
doubling its national, regional and local sales divisions, 
which would give it a sales force of 50 men. 
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Produced for quality by 
Edward Small, master 
showman, of Monte Cristo 


movies’ fame. 







“Timeless and boundless 
in its appeal” 


Vitela- Mitel ali 
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GEORGE DOLENZ 


FAITH DOMERGUE 
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For higher sales through quality programs 


Television Programs of America, Ine. = 











Operating on full power, 100,000 watts: tower 1070 feet. 


Covers 222,000 TV homes with population of 1,036,700. 
Retail sales in 1954: $7,170,141,000.00. _ 
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NATIONAL SET COUNT. The tele- 
vision audience picture, long inclined 
to be slightly fuzzy toward the edges, 
is showing signs of coming into focus. 
It won’t be tomorrow, but the day is 
not far away when advertisers will be 
able to determine beyond a reasonable 





EDGAR KOBAK 
Urged set check 


doubt just how many sets are within 
the range of the signal of any given 
station. 

There have been five recent develop- 
ments: 

e The Census Bureau has announced 
a preliminary estimate of around 32 
million television households in the 
United States. 

e Sponsors of the Census Bureau 
findings are meeting to arrange a 
projection which will determine a 
television homes figure ivr each of the 
3,000 counties in the nation. 

e Standard Audit & Measurement 
Services has circularized all stations 
with contracts offering to determine 
by the mail-ballot method the number 
of television sets within each station’s 
coverage area. 

e American Research Bureau has 
made a proposal to stations and net- 
works to determine the amount of 
interest in a nation-wide study based 
on some 500,000 homes. 

e The A. C. Nielsen Co. has asked 


THE WAY IT HAPPENED 





stations if they would be interested in 
subscribing to a Nielsen audit of sets 
in each station area. 

The Census Bureau research was a 
part of the June enumeration of the 
Current Population Survey. It was 
done for Advertising Research Foun- 
dation and was sponsored by American 
Broadcasting Co., Columbia Broad- 
casting Co.-Television, National Asso- 
ciation of Radio and Television Broad- 
casters, National Broadcasting Co. and 
the Television Bureau of Advertising. 


NEW STEP FOR CENSUS. It rep- 
resented the first time that the Census 
Bureau has consented to add a ques- 
tion to its population survey for the 
benefit Edgar 
Kobak, who is retiring Nov. 1 as 
president of ARF (See /n the Picture) 


was instrumental in working out the 


of private industry. 


details with the Census Bureau. 

Census pointed out in its prelimi- 
nary report that the total of about 32 
million households for June, 1955, was 
six times the number of homes whic! 
had been reported in their only pre- 
vious television survey which was in 
April, 1950. The new figure is approxi- 
mately 67 per cent of all American 
households. A more detailed report 
will be made by Census to the spon- 
soring companies in the next few 
weeks. 

TELEVISION AGE’s estimate of sets in 
June totalled about 35 million. Re- 
search departments of networks and 
agencies have been reporting a similar 
figure. This seems to be reasonably 
accurate as compared to the Census 
statistic when it is remembered that 
Census does not include multiple sets 
in homes, or sets in business offices, 
bars, hotels, motels and the like. 

The sponsors hope that an accurate 
method can be worked out by which 
the Census findings can be projected 
to give county-by-county television 
figures. The Department of Agricul- 
ture surveys, now being released, 
which show farm television homes by 
states counties, could be an 
important part of this projection. A 
number of accurate metropolitan sur- 
veys would The 


and 


also contribute. 


ewsfront 


method is being discussed at a meet- 
ing held by research heads of the 


ARF sponsors. 


NARTB WORKING ON PROBLEM. 
Meanwhile, NARTB has been at work 
for some time on preliminary work 
incidental to setting up a national 
study. Richard M. Allerton, manager 
of research for NARTB, expects the 
tests of methodology which are now 
being conducted will be ready some- 
time in October and will lead to 
further planning early next year. 
NARTB, however, is hopeful that 
projection of the Census figures can 
be worked out to furnish set figures 
at an earlier date than would be pos- 
sible under the association plan. 
Meanwhile, Standard Audit & 
Measurement Services, 
the old Broadcast 
Bureau, has been surprised at the in- 


successor to 
Measurement 


terest shown in a proposal which was 
mailed to June. 
Smith, president, points out that they 


stations in Owen 





RICHARD M. ALLERTON 
Behind NARTB study 


did a national study in 1952 and the 
new one is planned for 1956. 


OLD BMB METHOD. SAMS expects 
to use the old BMB method, the 
mailed-ballot technique. Each station 
subscribing would receive a coverage 
map with the percentage of circula- 

(Continued on page 122) 
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It's Easy When 
You Know How! 


KANSAS CITY: KCMO Radio & a 
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speed ahead 


Television sparks soaring car market 


as dealers clear floors and manufacturers 


chart course for 1956 


utomobile advertising may be expected to set 
A new all-time highs this fall. And television 
will be the basic medium on which most manufac- 
turers will build their vast promotion campaigns. 


Car production and sales have moved in the last 
season into new high ground, a development which 
may be credited in part, at least, to the record tele- 
vision appropriations which were spent in the 
1954-55 campaigns in network and spot tv. 

The increase in units sold has brought with it 
proportionate increase in advertising dollars avail- 
able—an availability which will push expendi- 
tures for television into even higher ground during 
the 1955-56 season. 

In addition, there are signs that the new season 
will see the unblocking of dealer cooperative ad- 
vertising money that has been building up in recent 
years. As efforts to keep cars moving intensify, 
co-op funds that have been accumulating are ex- 
pected to be called into play. This will increase 


television spot placements on both a regional and 
a local level. 

With dealer stocks of new 1955 model cars close 
to record highs and 1956 models expected to be 
announced earlier than ever this year, makers and 
dealers alike are doing everything possible to sell 
cars. 

Up to mid-August total industry production had 
extended to approximately 6.5 million cars and 
trucks, in comparison to the same period in 1954 
when the aggregate was less than 4.7 million. 

During the first six months of this year, 
4,258,603 cars were produced, as compared with 
2.958.519 in 1954; and 3,519,629 were sold in 
1955, as compared with 2,816,800 in 1954. Total 
new cars on dealers’ floors on Aug. | this year 
were 823,262, in contrast to 447,854 at the same 
time last year. 

Since automobile promotion money usually 
runs roughly parallel with production totals these 








figures have meaning from an adver- 
tising standpoint. 

Every maker is in the midst of a 
nation-wide advertising drive to clear 
the floors of this year’s models. At 
the same time each is laying the 
groundwork with advertising plans to 
insure a flying start for marketing of 
1956 styles. 


Chrysler Gains 


Chrysler Corp. with its big tele- 
vision budget for the Climax-Shower 
of Stars program on CBS-TV and addi- 
tional network programs for each of 
its divisions, has gained 4.25* per cent 
in its position in the industry during 
the first six months of 1955. The 
company has sold 638,200 units dur- 
ing the period, as compared to 390,000 
last year. This gives the corporation 
18.13 per cent of all cars sold for the 
period. 

Typical of the thinking of the divi- 
sional executives at Chrysler Corp. 
is the comment of Burton R. Durke, 
director of advertising and merchan- 
dising of the Chrysler Division. “We 


* Production, percentage and sales figures 
from Automotive News. 








will probably spend $250,000 around 
announcement time on tv spots,” says 
Mr. Durke. “We will start a teaser 
campaign around five days before the 
models come out and continue for 
three or four weeks thereafter. It will 
be a concentrated campaign of 20- 
second and minute announcements 
wherever we can get the better time 
segments.” 

Estimates are that Chrysler Corp.'s 
spot tv budgets may be upped as much 
as 40 per cent this season, by means 
of the additional advertising funds 
which increased sales have made avail- 
able. 

Biggest of the Big Three, General 
Motors, with substantial network com- 
mitments by each of its divisions, 
made some gains in sales during the 
first half of 1955. Units sold totalled 
1,768,300 in 1955, as compared with 
1,387,600 last year in the same period. 
GM bettered its overall position in the 
industry by .98 per cent, with its five 
makes accounting for 50.24 per cent 
of the total U. S. sales. 

An example of television philosophy 
around General Motors is the com- 
ment of L. F. Carlson, executive assist- 





ant to the general manager and in 
charge of advertising and promotion 
for the Oldsmobile Division. “Tele- 
vision, we figure, does quite a job,” 
says Mr. Carlson. “We are maintain- 
ing all previous situations and adding 
some new ones.” 

Carl Georgi Jr., vice president and 
media director of D. P. Brother and 
Co., Detroit, agency for Oldsmobile, 
comments: “We will continue to use 
We have The Patti 


Page Show in some 112 markets on 


television spot. 


a spot basis and are now making a 
decision as to how much spot we will 
use in addition.” 


Ford Sales Up 


Ford Motor Co.’s total sales ran to 
935,300 units, up from the 878,800 
sold during the first six months of 
1954, but not enough to increase its 
position in the total market. In fact, 
the company was down 4.62 per cent, 
with its percentage of total sales for 
the period accounting for 26.58 per 
cent of the market. 

Ford’s spot television is largely in 
the hands of its dealer associations 
which are large year-round users of 











tv. Network commitments are sub- 
stantial. 

Gordon Eldredge, advertising man- 
ager of the Ford Division, promises 
the firm will sponsor network tele- 
vision that is “bigger and better than 
ever before” for the coming season. 


Smaller Companies 


The industry’s Little Three: Stude- 
baker-Packard, American Motors anu 
Kaiser Willys, came out in that order 
in sales during the first six months of 
1955. American Motors’ Hudson Divi- 
sion, with a gain in total market per- 
centage of .06 per cent over the same 
period last year, was the only make 
in the group that showed a gain in 
position. American’s total sales were 
70,900 cars, compared to 60,700 last 
year. 

American Motors is one of the spon- 
sors of high rating Disneyland on 
ABC-TV. Explaining that the corpor- 
ation will not use spot tv at announce- 
ment time G. R. Browder, director of 
advertising and merchandising, says 
“As you know, we have a tremendously 
large audience with the 
Disneyland program. It is also a 


national 


fairly expensive program and our 
television expenditures for the time 
being will be limited to this area.” 
Hudson dealers have been active in 
spot tv. George Johnston, vice presi- 
dent of Brooke, Smith, French & Dor- 
rance, Detroit, the Hudson agency, 
says: “We have same 75 to 100 deal- 
ers who are active in tv spot from 
time to time.” The factory will use 
tv spot after the first of the year when 
new models are in the hands of the 
dealers. 

Ralph C. Robertson, vice president 
of Geyer Adv., New York, agency for 
the Nash Division, says, “Plans have 
not been completed for the new car 
announcement, but we believe tv spot 
will be used.” He pointed out that it 
was used last year with a short satura- 
tion campaign. 

Studebaker-Packard, with sales of 
80,100 cars during the first half year, 
holds some 2.28 per cent of the total 
market. 
has bought some network television, 
the divisional decision on how to in- 


While the parent company 


troduce new cars is now being made. 
Dan Gordon, vice president and 
media director of Ruthrauff & Ryan, 


N. Y., agency for the account, com- 
ments: “Plans haven’t been completed 
for the new car announcement. We 
believe tv spot will be used. It was 
used last year. We did a short satura- 
tion campaign of announcements.” 

The relative position of each make 
of motor car, its current television 
advertising and its plans for the future 
are included in the following alpha- 
betical listing: 

e Buick Division of General Motors 
has sold more cars in the first half of 
the year than they did in 1954, holds 
third place in the industry behind 
Chevrolet and Ford. The total reported 
is more than 381,000 units, 10.84 per 
cent of the automobile output. Last 
year the division accounted for only 
9.22 per cent of the total. The gain 
in percentage points this year is 1.62. 


Will Use Spot 


The division is expected to use 
additional spot when their new car is 
announced. The campaign will start 
about a week in advance. Local spot 
volume may be determined by the 
amount of network time Buick buys. 


(Continued on page 105) 
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Aggressive giant 


46 ave for sale, on the best terms, 

H a constant supply of Soap, 
Mould & Dipt candles, of the first 
quality.” 

That was an appeal made on a 
poster in 1817. Now, in 1955, a typical 
message reads, “. . . blandt 4 af 5 for- 
ende Hollywood stjerner. . . .” Trans- 
lated, it tells foreign consumers simply 
that “four out of five Hollywood stars” 
And a 
picture of Marilyn Monroe helps make 
the sale. 


use Lustre-Creme shampoo. 


Both advertisements—plus hundreds 
of soap and toiletry items — are prod- 
ucts of one organization, the Colgate- 
Palmolive Co., America’s third largest 
advertiser. (Only Procter & Gamble 
and General Motors spend more.) To 
earn its rating, Colgate has to main- 
tain an advertising budget that, for 
1954 alone, was estimated at an impos- 
ing $26.7 million. 

But what deserves to be underlined 
is that well over half that enormous 
budget, some $14 million, was banked 
on a single medium. That medium, 
of course, is television. Interestingly, 
network radio, newspapers and mag- 
azines all got less than $5 million each. 

Who — or what — has pointed the 
way to this policy? Obviously, per- 
formance has been reflected in sales 
(see chart). But there is also the com- 


President Sims 
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plicated operation of an enormous ad- 
vertising organization. 

Campaigns are first outlined by 
Colgate’s seven domestic agencies: 
Bryan Houston, Ted Bates, William 
Esty, Lennen & Newell, Cunningham & 
Walsh, Street & Finney and Carl S. 
Brown, all of New York. Grant Adver- 
tising, New York, is used for Central 
and South American billing, as are 
many local agencies for service in for- 
eign countries, an area important to 
Colgate operations. 


The Pyramid 


Colgate’s own advertising depart- 
ment, which approves — or amends — 
agency suggestions, is almost as ex- 
tensive. Its organization helps indicate 
the scope and method of the company’s 
overall operation: 

From staff workers and secretaries, 
the pyramid rises to brand managers 
and their assistants, then to radio and 
television director George T. LaBoda. 
Next in line of authority come media 
director Samuel L. Frey and his assist- 
ant, both of whom report to advertising 
manager Irvin W. Hoff, an amiable 
and capable man. 

But unlike most companies, it doesn’t 
stop there. Top seats among company 
officers are also held by advertising 
specialists. R. W. Taylor is next in 


Vice President Taylor 


line, serves in the important post of 
vice president in charge of advertising. 
And the new president of the parent 
corporation, recently appointed Wil- 
liam L. Sims II, had specialized as 
executive vice president in foreign 
sales and advertising. 

But the chairman of the board and 
chief executive officer of Colgate- 
Palmolive, Edward H. Little (see 
cover), got his start in sales. Today, 
after 50 years with the company and 
its predecessors, he still refers to him- 
self merely as “a soap salesman.” Yet, 
as Colgate’s leading—and undoubtedly 
best — salesman, it’s obvious that Mr. 
Little, now 74, knows advertising 
from the letter “a.” 

While national policy is wrapped up 
at headquarters, it does not lack per- 
spective. It can be and, Mr. Little avers, 
sometimes is influenced at the local 
level. A great believer in keeping in 
touch with point-of-sale information, 
chairman Little says, “We listen to all 
our people, all over the place, just as 
much as we can. It’s our obligation to 
listen, just as it’s theirs to let us know 
what they want.” 


As a result, keeping up on advertis- 
ing and especially tv developments 
requires, he notes, “daily study.” 
Comparing current efforts with past 
promotion, Mr. Little recalls, “We 





Advertising Manager Hoff 




















The Comedy Hour 


Strike It Rich 


Howdy Doody 
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Modern Romances 


The Big Pay-Off 


Feather Your Nest 


used whatever methods were available 
in those times, and they were effec- 
tive—in those times.” That meant 
house-to-house canvassing, then use of 
newspapers, followed later by magazine 
ads (ultimately in color), then radio 
and now, tv. The changes in choice 
of No. 1 medium, Mr. Little observes, 
have been “changes of progression.” 

Yet Colgate has been in tv from 
the very start of the medium, buying 
its first show in the pre-war and pre- 
network 1939-40 season. Since national 
set circulation then totalled only 5,000, 
the show, which cost but a few thou- 
sand dollars, was largely a test of the 
medium. Immediately after the war, 
however, the company introduced its 
Colgate Theatre, taking a Monday half 
hour on NBC-TV. Subsequently, a 
Sunday night half hour became avail- 
able, and the program shifted, expand- 
ing to a full hour shortly thereafter 
and changing its name to the Colgate 
Comedy Hour. 


Going Network 


Colgate’s follow-up policy was to 
transfer its successful radio programs 
to tv gradually, often hanging onto 
both an am and ty version until 
video’s transitional period was over. 
That was the story, in sequence, for 


Strike It Rich, Mr. and Mrs. North, 


The Big Pay-Off and other programs. 
Since then, radio coverage has been 
cut sharply, and, as noted, the tv 
schedule costs close to $14 million for 
network, alone. 

Currently, Colgate is in on seven tv 
network shows, a roster that stands to 
be well duplicated this winter: Howdy 
Doody, Strike lt Rich, Feather Your 
Nest, The Big Pay-Off, Modern Ro- 
mances, The Millionaire and The Com- 
edy Hour. 

In addition to its network shows, 
Colgate puts a big chunk on spot, as 
well. The company uses spot tv just 
about the same way it used spot radio 
which, in 1950, was described as “very 
valuable.” And, at that time, Colgate’s 
spot schedules reached “practically 
every radio home in America.” The 
only policy difference today, according 
to Mr. Little, is, “Proportionately, we 
use less spot tv.” Even so, in the 
fourth quarter of last year, Colgate 
ranked as the fifth greatest buyer of 
spot television, placing a total of 19 
schedules on 205 stations. 

Colgate’s television coverage is, ob- 
viously, as broad as it is long. The 
program roster includes two for chil- 
dren, four daytimers aimed straight 
at the housewife and two at night for 
the whole family’s entertainment. The 

(Continued on page 96) 


150 advertising years 


have built Colgate-Palmolive sales 


to an annual $425 million 
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Banks 
and savings 
institutions 





With helpful friendliness as the 


ommercial banks will spend nearly 

$75 million on advertising in 
1955 and more than 35 per cent of 
this, or about $27 million, will be in 
television. 

That is a sizeable percentage of the 
$710 million which television time 
sales are expected to total in 1955. 
It looms even larger when it is re- 
membered that bank advertising is 
almost entirely local, a division of 
television billings which is expected 
to reach around $152 million in 
revenue for time this year. 

Like Dairies (TELEVISION AGE, 
August, 1955), banks are important 
advertisers on nearly every television 
station. Most stations number at least 
one bank among their charter adver- 
tisers and in larger markets it is not 
unusual for a station to carry adver- 
tising and institutional messages from 

















as many as five commercial and sav- 
ings institutions. 

Although it was only a few years 
ago that banks were more noted for 
their austere dignity than for their 
friendliness the trend now is toward 
a spirit of neighborliness and good 
will. 





Must Merchandise 


“Just as in any other business we 
must merchandise our services,” says 
George Christie, vice president in 
charge. ef public relations for the 
Fitst Nativiial Bank of Arizona. “In 
our case it’s money. All banks carry 
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the same brand. It’s the gift wrapping 
that makes the difference.” And from 
Maine to California bankers are pro- 
ceeding to “gift wrap” their myriad 
services in attractive and convenient 
packets that are enticing to the 
customer. 

Helpful friendliness is the keynote 
in modern banks and cheerful effici- 
ency combined with strength is the 
impression which modern decor gives 
most bank lobbies. It is not surpris- 
ing then that bankers have taken to 
virile television in increasing numbers. 

The advertising department of the 
American Bankers Association, in a 
survey of member banks, found that 
although tv still ranks tenth in media 
used by banks 247 of the institutions 
replying are using it in 1955 as com- 
pared to 180 in 1954. In 1950 the 
total number using tv was only about 
one-tenth that number. 

It is interesting to note that the 
ABA list of media preference was pre- 
pared from the number of mentions 
which media received. The order, 
with the number of banks mentioning 
each media, follows: Newspapers, 
3,040; direct mail, 2,948; window and 
lobby displays, 2,359; calendars, 
1,999; radio, 1,215; specialties, 1,079; 
billboards, 666; theatre slides etc., 
520; bus and car cards, 328 and 
television, 247. 

While this list must be accurate As 
far as mentions goes it gifés fio tlueé 
as to how much money will be speht 


in each medium. The ABA Public 
Relations Council, in a separate sur- 
vey, found that “a mean average of 
33 per cent of bank advertising budget 
goes to television.” “The median,” 
the council adds, “was nearer 36 per 
cent, with percentages ranging from 
a low of 17 to a high of 50 per cent.” 

Mutual Savings Banks, surveyed by 
the mention technique, rated television 
8th, ahead of billboards, movie the- 
atres, the welcome wagon and house 
organs, but behind newspapers, printed 
literature, radio, window and lobby 
displays, specialties, letters and car 
and bus cards. 


in a series 
of product group 
success stories 


With the number of banks using 
television multiplied by ten within a 
period of five years it is apparent 
that tv is proving its case the hard 
way — by actual experience. Once in 
television and convinced by the often 
spectacular results it achieves, the 
average canny banker knows when 
he’s found a good thing. 

The rapid increase in bank advertis- 
ing on television can be credited for 
the most part to the successful experi- 
ence of the institutions which have 
tried the medium. 

For instance, the Broward National 
Bank of Fort Lauderdale, Fla., which 


keynote, these firms will pour $27 million into local tv this year 


had used tv sporadically wa. moving 
into a new building. The alert sales 
executive of WGBS-TV Miami convinced 
officials that he had a promotional 
plan which would bring out the open- 
ing day crowd the bank wished for 
and at the same time promote good 
will for the bank and its services. 

The wess-tv package consisted of 
21 run-of-schedule spot announce- 
ments in advance of the opening to 
advise the public of the event; a two- 
camera closed-circuit set-up in the 
bank lobby on opening day so that 
visitors could “see” themselves on tv; 
and the filming of a 15-minute pro- 
gram at the time of the opening show- 
ing the crowded lobby and the bank 
personnel carrying out the institution’s 
regular services. 

The crowd surpassed all expecta- 
tions. Soft drinks and favors promised 
those attending ran out shortly after 
the doors opened. The congestion was 
so great that one of the closed-circuit 
cameras was withdrawn at the request 
of the bank because the crowd was 
creating a safety hazard. More than 
17,000 persons, by bank count, (one 
out of every four of the inhabitants 
of Fort Lauderdale) turned out for 
the opening. 

Crowds were so great that the open- 
ing had its effect on the entire area 
where the bank is located. Nearby 
businesses flourished. Two local the- 
atres, showing standard film fare at 

(Continued on page 78) 
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he dimensions of the television 

medium are of universal interest 
to those concerned with its sale and 
use. These dimensions are shown by 
audience surveys designed to measure 
the size of the audience and its dis- 
tribution among stations. 

It is generally known that these 
syndicated surveys do not completely 
correlate or accurately compare, but 
it is usually thought that the disagree- 
ments are primarily in the distribu- 
tion of the audience among stations. 

Distribution of audience is of little 
concern to those who must make the 
initial decision of type of medium to 
be used, as the advertising agency 
generally depends upon its professional 
buying departments to settle these 
differences between stations and buy 
the proper facilities. 
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In most agencies this choice of sta- 
tion is not considered a momentous 
decision, for in many cases the dif- 
ferences in audiences as shown by the 
leading measurement 
somewhat superficial. As a result the 
well-known confusion in station audi- 


services are 


ence measurements is usually looked 
upon as an intramural squabble be- 
tween stations and is generally over- 
looked by those who must make the 
original choice of media and the time 
of broadcast which in many cases 
depends upon copy themes and type 
of audience to be reached. 


Dimensions Important 


We at Blair-Tv are concerned pri- 
marily with the total dimensions of 
the television medium in this analysis. 


An agency’s “plans board” or its 
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account executives depend upon the 
research department to provide figures 
on audience potential, market by mar- 
ket. Upon this is based the final 
selection of type of medium. The 
advertising agency customarily sub- 
scribes to one syndicated audience 
measurement service. The other serv- 
ices which are in use are usually 
ignored. 


Responsibility Great 
the 


various measurers carry upon their 
shoulders. 


It is a great responsibility 


If the television audience 
is not given its true dimension at all 
times of the day or night, decisions 
may be made to use media competi- 
tive to television and this great medium 
may suffer from lack of proper con- 
sideration at the time of decision. 

















How big 
is the audience? 


Measurers are far apart on dimensions of the visual medium 


By W. WARD DORRELL 
Vice President in Charge of Research, Blair-Tv 
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evenness 


For the benefit of those who have 
been unable or not sufficiently inter- 
ested to analyze and compare the 
television audience dimensions as 
shown by the American Research 
Bureau, Telepulse and Nielsen Station 
Index (the three services in general 
use today), we have made such a 
comparison of the number of “homes 
using television” for various times of 
the day and night. 

As we said, the differences in the 
number of “homes using television” 
as shown by the various services are 
usually considered somewhat super- 
ficial and uncritical. The graphic com- 
parison for these three well-known 
services in six major markets shows 
that this is not the case. 

First let us consider New York 
City —the world’s greatest television 
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market. Please refer to the chart and 
compare the “homes using television” 
in this city say at 1 p.m. on weekdays. 
ARB shows the number of “homes 
using this time as 
approximately 197,000. However the 
Nielsen Station Index shows 550,000 
homes with their sets in use and Tele- 
pulse shows 675,000 . . . a difference 
from maximum to minimum of 478,- 
000 homes! 

This number of homes represents a 
difference in terms of people sup- 
posedly viewing television as great as 
the entire population of Cleveland, 
Ohio — a staggering revelation. 

Continuing the study of the accom- 
panying chart will disclose these large 
differences exist throughout the day- 
time hours. For example, at 4:15 p.m. 
the difference has increased to 770,000 


television” at 
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homes, more than the entire population 
of Pittsburgh. But, hold on to your 
hats, at 7:15 p.m. the difference as 
shown between the NSI New York tv 
report and the ARB reaches the in- 
credible total of 1,070,000 
more than the entire population of 
Detroit, the fifth largest city. Think 
of the difference in cost per thousand 


homes, 


homes this will create. 


Paid for by Industry 


Keep in mind, these services are 
paid for by the tv industry to measure 
and report in a valid manner the 
dimensions of a great medium. Some 
differences 
surveys relying upon the sampling 


are always expected in 
process. But such differences as those 
shown in the foregoing are far beyond 
(Continued on page 94) 
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or thirty-five years the Joseph 

Katz Co. of Baltimore and New 
York has been saturated with the 
pungent, inimitable and colorful per- 
sonality of the founder, whose name 
it bears. 

The story of the agency is his story; 
its philosophy is his philosophy. To 
know more then about this active and 
successful advertising firm one must 
talk to its president, Joseph Katz. 

In his Baltimore office are seven 
sculptured studies of Abraham Lincoln. 
Mr. Katz’s admiration for that Presi- 
dent is the key to his philosophy of life 
and approach to the art of advertising. 
Expressed in many diverse and some- 
times sardonic and plainspoken forms, 
his attitude comes down to this: A 
man who wants to live a good life and 
thrive in business must keep in close 
touch, as did Lincoln, with the people. 

Mr. Katz has never lost his zest for 
talking with men and women whom 
he meets casually during the day — in 


stores, buses, elevators and along the 
street. He listens carefully, for they 
are all potential customers, and in his 
copy, he likes to speak to them in their 
own colloquial words. Some of his 
sharpest shafts of satire have been 
aimed at ad men whose lives are 
“bounded by Madison Avenue, the 
commuters’ train, the Stork Club and 
Westport, and who talk and listen only 
to each other.” 

A man with no liking for money or 
power for their own sake, Joe Katz 
has never tried to compete with the 
titans in his profession. He loves his 
business, and has a very high, proud 
opinion of its proper function in the 
affairs of the nation. When he speaks 
caustically—with characteristic humor 
—of certain practices, it’s because he 
thinks they are harmful to advertising 
as a whole, or that they detract from 
the full sales potential of a campaign. 

“Ours is a medium-size agency, try- 
ing to keep ‘flavor’ in its work,” says 


The ad’s the thing 


Joseph Katz Co.’s 
founder believes 
“The biggest, freshest ideas... 


come from inspiration 


—not research” 





Mr. Katz. 
people who feel that way about it. 
The agency business has become hell- 


“And we try to employ 


bent-for-heaven on research, and now 
there’s a new craze — motivation. We 
believe in research, too, but we don’t 
believe research takes the place of a 
lot of other things that are missing 
in some of today’s advertising. It 
seems to be the Univac Age of adver- 
tising. Everything has to be totalled, 
and then broken down, and then you're 
supposed to have the answer—coming 
out of a hopper. 

“We're working on just enough 
accounts so that we can keep the 
personal touch with the client — and 
keep the personal flavor of the adver- 
tising. We think the brain is more 
important than the slide rule. 

“There are about half a 
agencies today that are the talk of the 
country, which were practically un- 


dozen 


known a few years ago. They’ve turned 
out just a few ads, yet they are the 














sensation of the industry. Why? Be- 
cause they’re created by a small group 
of people in an atmosphere where 
flavor and color aren’t smothered by 
having armies involved in the creation 
of their ideas. 

“That reminds me of what E. H. 
Kettering once said: ‘If you want to 
get a good idea killed quickly, give 
it to a committee.’ 


Two Complete Plants 


“This complete 
plants, one in Baltimore, one in New 
York. It’s a joint operation employ- 
ing the facilities and the abilities of 
the people in both offices, depending 
on the needs of the client. We assign 
a group to an account. We use all the 
usual facilities of research, mechanics, 
art, etc. But it’s the flavor of the soup 
that counts, and no matter what re- 
search or other facilities are needed, 
there must be personality in the adver- 
tising. And strange to say the biggest, 


agency has twe 


freshest ideas have come out of a 


fellow’s hunch — from inspiration, not 


research. 

“We never want to be so big that 
we can’t have this close, intimate, 
personal, talking-things-over relation- 
ship. The minute it gets to the point 
where we're juggling more balls than 
we have facilities for, that’s when 
we'll stop taking new business.” 

The Katz story begins 70-odd years 
ago when his father, having migrated 
from the small town of Zagara, in 
Lithuania, made the port of Baltimore 


on a freighter. 
Grew Up in Baltimore 


Young Joe, born in the little village 
in Lithuania, grew up in East Balti- 
more, which is the rough equivalent 
of New York’s East Side, in the kind 
of unpleasant but stimulating poverty 
which has produced such an amazing 


flowering of top-grade citizens in both 
cities. 


He left school after the sixth 














grade but today speaks better English 
and has a far higher cultural 1.Q. 
than many of the Ph. D.’s he numbers 
among his friends. It was this back- 
ground that made him think of or- 
Boys, 


which numbers among its meibers 


ganizing The East Baltimore 


such celebrities as the Warner brothers 
of motion picture fame, Simon E. 
Sobeloff, 
United States, two mayors of Balti- 


solicitor general of the 
more — and even a man who bought 
the ship in which he came to this 
country as an immigrant. 

Mr. Katz sold the Sunpapers out- 
side the Emerson Hotel. In 1950, in 
the same hotel, he was given the Man- 
of-the-Year Award by the Advertising 
Club of Baltimore. 
represents the publishers of the Sun- 


His agency now 


papers as well as the television station 

they own, WMAR-TV. 
Even then the boy’s bright, inquisi- 
tive mind was reaching out for his 
(Continued on page 102) 











“Clean, honest and truthful” 
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With precise and restrictive rules, 
Britain inaugurates commercial tv 














Oo" their “gin and it,” Londoners 
—and half their countrymen — 
have been talking for months about 
the controversy. Lower classes in Clap- 
ham Common are keyed up; middle 
class Knightsbridge is astir; even im- 
perturbable Park Lane residents are 
getting nervous. And if they won’t be 
watching, shoppers on Regent Street, 
bankers in Threadneedle Street and 
ambassadors on Grosvenor Square will 
be listening for word of it. England is 
inaugurating its first commercial ty 
station in London, Sept. 22. 

The outlet is being built at Beaulieu 
Heights, Croyden, a suburb of London, 
although the transmitting antenna will 
later be moved to the Crystal Palace 
when new installations there have been 
The station will 
9.4 million potential viewers, some 93 


completed. reach a 

per cent of the area’s population. It is 

estimated, however, that only 150,000 

to 300,000 tv receivers will actually be 

capable of picking up initial programs. 
Three To Come 


The first station will be followed 
within a year, it’s hoped, by three more. 
An outlet near Birmingham, serving 
the midlands, will start around Jan- 
then 


the 


near Manchester to 
about March, 
finally one near Halifax in Yorkshire, 
serving the northeast. 


uary; one 


serve north, and 
Together, the 
four stations will comprise a commer- 
cial network, and, if it is successful, 
further expansion no doubt will follow. 
In fact, the director-general of the sys- 
tem, Sir Robert Fraser, hopes England 
will ultimately have between 40 and 50 
commercial stations. (Currently, the 
BBC, which serves 87 per cent of the 
population, operates five high-power 
tv outlets, plus eight that are classified 
as temporary.) 

How do the set-owners, themselves, 
feel about it? They have been hotly 
divided on the subject since a commer- 
cial system was proposed two years 
ago — oddly, in a White Paper issued 
by the Conservative Government (TELE- 
VISION AGE, September, 1953). And the 
contest still rages today: 

“The impact will be tremendous,” 
says advocate Harry Alan Towers, best 
known in the United States, perhaps, 
for the British films produced by his 
corporation, Towers of London. 

“It may be one of the biggest crashes 
in the history of show business,” says 


Ernest Borneman, well known movie 
and radio writer-director and recently 
appointed head of the tv and film 
division of a prominent London agency, 
Alfred Pemberton, Ltd. 

This is how the system will work: 

All commercial tv will be under the 
auspices of the newly chartered Inde- 
pendent Television Authority which is 
to the 
British Broadcasting Corp. Like the 
BBC, the ITA is under the jurisdiction 
of the Postmaster General who recently 


comparable — but not related 


said, in reference to his broadcasting 
duties, that he had neither the power 

to interfere with non- 
The Postmaster 
names a chairman for the ITA 
Kenneth Clark who will receive £3,000 
per year), a director-general (Sir Rob- 


nor the desire 
policy operations. 


(Sir 


ert Fraser) and eight governors who 
act as a board of directors. The gov- 
ernors are a group of distinguished 
citizens representative of many occu- 
pations, and one newspaper has re- 
ported the composite as a well educated 
man, widely traveled, with a strong 
interest in government and _ sports. 
These are the peopie who will execute 
the ITA’s superv isorv role for the next 
ten years. 

The ITA, itself. will construct, own 
and operate all commercial stations, 
financed by a $5.6-million government 
loan — not a grant — to be spent “as 
they see fit.” (The loan, it should be 
noted, will have to be repaid within 
ten years from commercial revenue.) 
The ITA may also draw up to $2.1 
million per year on special government 
grants. Chartered in August of last 
year, the ITA has a statutory life of 
ten years, after which its charter, like 
that of the BBC, may be renewed. 

In practice, however, the ITA will 
be like the owner of a theatre who 
rents his house out to show producers. 
In British tv, these producers are called 
“programme contractors,” and three 
organizations have already signed for 
the job. No one programmer is now 
allowed to handle all shows for any one 
station, however; in fact, the ITA re- 
serves for itself an “emergency power” 
to step in and produce some on its own, 
in case it’s necessary to restore “pro- 
gram balance.” 

The newspaper-owned Associated 
Rediffusion Ltd. has signed to produce 

(Continued on page 109) 
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Totals on 


genta of New York television 
set owners don’t know what is 
meant by subscription, or toll, tv. 

And those who do know about it 
are surprisingly disinterested in pay- 
ing a dollar a family to see special 
events or first-run movies instead of 
the present free programs. 

These facts were uncovered in a 
special survey for TELEVISION AGE by 
The Pulse, Inc. in conjunction with 
the July Telepulse survey for the New 
York Metropolitan Area. 

In the study 1,000 New York tele- 
vision set-owners were asked three 
questions in an oral interview. 

The first was: “Have you heard of 
the toll or subscription tv where you 
will be able to see special programs 
on tv by paying a fee?” 

Of the thousand, 266 persons, or 
26.6 per cent, answered with a flat 
no. (See table 1.) The remaining 734, 
or 73.4 per cent, said they had heard 
of the plan. 

The second question was: “If you 
had the choice of seeing programs 
like you see now without charge or 
a special event or a first run movie 
at a charge of about a dollar for your 
home, what would you most likely 
do?” 

This question was asked of all those 
who admitted knowing about subscrip- 
tion tv — 734 persons. Of these, 581, 
or 79.2 per cent, said they would 
prefer to see the present free pro- 
grams; 133, or 18.1 per cent, said they 
would pay the dollar for the special 
event; 20, or 2.7 per cent said it 
depended, or they just didn’t know. 
(See table 2.) 

The third question asked of the 133 






who said they would be willing to 
pay $1 was: “About how much per 
month would you be willing to spend 
for such special events and programs?” 

This question, as was to be expected, 


brought a variety of answers. (See 
table 3.) Seventeen, or 12.8 per cent, 
of the 133 persons willing to spend 
$1 for a special event said they would 
be willing to spend only $1 a month. 
Another 14, or 10.5 per cent, were 
willing to double that amount and 
spend $2. Fourteen more, another 10.5 
per cent, said they would spend $3. 
Highest proportionate total for any 
amount per month was the group of 
31 persons, 23.3 per cent, who said 
they would spend $4 and the 25 per- 
sons, 23.3 per cent, who said they 
would allot $5 a month to special 
events. These figures seem to indicate 
that of the 133 persons in the favor- 
able-to-toll-tv sample, most viewers had 
in mind a budget of around $1 a week 
for the special events to be offered. 


Some Didn’t Know 


Other smaller groups indicated 
larger amounts, one going as high as 
$30 a month for special programming. 
Twenty persons, or 15 per cent, in- 
dicated that they did not know how 
much they would allot to toll tv. 

Studying the first question, whether 
or not the interviewee had ever heard 
of toll tv, it seems surprising that, with 
the millions of words offered in argu- 
ment both for and against toll tv on 
television, radio and in newspapers 
and magazines, as many as 26.6 per 
cent said they had never heard of 
the plan. 

Proponents of toll tv started a well- 


One-fourth of 
set owners don’t know 
what it is; 

Few that know, 


want it, 


Pulse finds 


financed promotion campaign more 
than five years ago. Some of the most 
astute publicity and promotion men 
in the business have given this cam- 
paign the major part of their time 
since then. 

Principal promoter of toll tv has 
been Zenith with its Phonevision 
method. Skiatron with Subscriber- 
Vision and International Telemeter, a 
subsidiary of Paramount Pictures 
Corp., with its Telemeter system are 
also prominent in toll tv promotion. 
Each expects its method to be profit- 
able commercially. 


Telecast the Same 


The special service these firms 
expect to offer and for which they 
need a commercial tv channel will 
telecast programs in exactly the same 
way as regular programs except for 
an electronic scrambling device which 
blurs the picture and the sound. When 
the fee is paid this is cleared up, and 
the payee receives the program in the 
regular way. There are a number of 
methods by which the charge may be 
paid: dropping coins in a meter; by 
use of a prepunched IBM card, or 
in regular monthly bills sent either 
by the phone company or the toll tv 
licensee. 

The FCC has been asked to author- 
ize one or another of the systems for 
use by stations and on channels now 
offering free television service. Com- 
ments have been filed by both sides, 
and a hearing is required by law be- 
fore the Commission can take action. 
The present question before the FCC 
is whether to hold these hearings. 

(Continued on page 56) 
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Toll (Continued from page 54) 


Even if the FCC decides to hold 
hearings soon there will be further 
delay before they are completed and 
still further time will elapse before 
a decision will be made. A final de- 
cision on toll tv may still be years 
away. 

Analyzing the study more carefully 
one must recognize that New York 
is one of the oldest of the television 
markets, with seven stations serving 
a great part of the metropolitan area. 
People are offered a considerable var- 
iety of programming with four net- 
works originating many of their shows 
in the city and three independents 
offering baseball, movies, syndicated 
and live programs in quantity. 

However, the very fact that New 
York does have seven stations would 
mean that it would be virtually impos- 
sible for toll tv to monopolize all 
stations at any particular time. Even 
though two, or even three, of the 
channels were offering toll tv at a 
given hour the other stations would 
still be offering free tv. The viewer 
would have a choice of whether to 
pay for a special program or accept 
the free programs. 

In one- or two-station markets this 
would not always be the case. If all 
channels were devoted to toll tv at a 





The Market 
The Power 
The Set-count 
The Facilities 
The Know-how 
for efficient 
sales in 
tobaccoland 


WHCT PRIMARY CBS AFF. 


Greenville, N. C. 
100,000 watts full time 
A. Hartwell Campbell, Gen. Mgr. 
John E. Pearson Co., Inc., Nat'l Rep. 






1. Knowledge of Toll Tv 


“Have you heard of the toll or 
subscription tv where you will be 
able to see special programs on tv 
by paying a fee?” 


Number Per cent 
Yes 734 73.4 
No 266 26.6 
Total 1,000 100 


2. Free vs. Toll Tv 


“If you had the choice of seeing 
programs like you see now without 
charge or a special event or a first 
run movie at a charge of about a 
dollar for your home, what would 
you most likely do?” 


Number Per cent 
See free present 
program 581 79.2 
Pay dollar for 
special event 133 18.1 
Depends 20 2.7 
Total 734 100 


3. Amount Spent for Month 
“About how much per month would 
you be willing to spend for such 
special events and programs?” 


Amount Number Per cent 

$1 17 12.8 

2 14 10.5 

3 14 10.5 

4 31 23.3 

5 25 18.8 

6 2 1.5 

8 ] 8 

10 7 a2 

25 1 8 

30 1 8 

Don’t Know 20 15.0 
Total 133 100 


particular time the market would be 
“blacked out” for viewers unwilling 
or unable to pay for programming. 

Lack of knowledge of the method 
by one-fourth of the New York set- 
owners would seem to indicate a lack 
of interest on the part of the public. 
This in turn would seem to mean a 
general satisfaction with the average 
programming now being offered free. 
If programming were a hot and con- 
troversial topic virtually every set 
owner might be expected to have some 
knowledge of any plan which would 
revise it. 

This suspicion of public disinterest 
in toll tv seems to be supported con- 
siderably by the large number of 
people, 79.2 per cent according to 
Pulse, who would not pay a $1 fee 





Sell-out 


Testimonial to the effective- 
ness of television as a salesman 
of even relatively high priced 
items was received recently by 
wMaz-tv Macon. A letter signed 
by general manager Jack C. Mc- 
Kay of the Jefferson Hills Co., 
realtors, said in part: 

“| want to express our appreci- 
ation for the unusually impres- 
sive results that the spot an- 
nouncements placed with you 
last Friday and Saturday brought 
to us. The traffic created was 
little short of sensational. This, 
mind you, came as a result of 
only ten day time spots, five of 
which ran on Friday and five 
on Saturday.” 

A total of 18 homes were sold. 








susuneceantanenrenenennsoned 


event-type programming which toll 
proponents offer. 

A recent study by Elmo Roper and 
Associates for CBS (Newsfront, TELE- 
VISION AGE, July 1955) recognized the 
public lack of knowledge of pay-as- 
you-see tv and attempted to ask pro- 
gressive questions which would paint 
several different pictures of the method 
so that people could give what they 
felt would be their reactions under 
different sets of circumstances. 

The survey, conducted in Columbus, 
Ohio, shéwed that even under the 
most favorable circumstances 62 per 
cent of the people were against pay 
television and 27 per cent were for it. 
The questions were based on toll tv 
being charged for at a rate between 
50 cents and $1.25. 

These results—on a smaller market, 
another section of the country and 
obtained by another research group— 
seem to support in general the special 
study by Pulse for TELEVISION AGE. 

The inescapable conclusion seems to 
be that most set-owners like the free 
programs they are seeing on com- 
mercial television. While viewers have 
a natural desire to see the continued 
improvement in viewing fare which 
the development of tv has led them 
to expect they are not willing to 
sacrifice even a part of this free pro- 
gramming for the fee programming 











| for family viewing of the special- which toll tv has to offer. 
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about agencies, advertisers and stations 


Yearbook ... designed especially for those 


1. ADVERTISER DIRECTORY 





Listing of top national advertisers. 
| who buy or place television time. Names and positions of top executives 
Including advertising managers. 
Names of agencies handling these top accounts. 


Account executives and timebuyers 








2. STATION DIRECTORY in charge of these accounts. 


Listing of station executives: Owners, 





Breakdown of media used by these 

















major advertisers. 





Stockholders, President, General Manager, 
Commercial Manager, Program Director, 
} Chief Engineer, News Director, Farm 


Director, Women’s Director, etc. 


Breakdown of studio, camera and film 3. ADVERTISING AGENCY DIRECTORY 


facilities offered to advertisers. Names and positions of top executives. 


Executives in charge of media departments. 
Media department supervisors. 


Timebuyers and media buyers. 









4. FILM DIRECTORY 


Producers and Distributors. 


S. OTHERS 
FCC, NARTB, TvB and other trade groups. 










Get your sales = 
story in the 1955-1956 —~ a 
Television Age Y earbook—the only comprehensive — 


Network Executives. ee 
business yearbook in the television industry. 


Station Representatives. : 
Deadline for copy: September 15, 1955 


-Hitherto unpublished information Publication Date: October 1, 1955. 


on television billings. Write, wire or phone your space reservation today to: 


Television Age 


444 Madison Avenue, New York 22, N.Y. 
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A column sponsored by one of the leading film producers in television 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


Today’s quality-conscious consumer is appealed to directly and dramatically by the 
commercial series for SWIFT & COMPANY. “A New Way to Buy Meats” heralds 
SWIFT’s innovation in packaged, tender-frozen beef, lamb and pork. Eye-compelling, 
stop-motion sequences tell the story quickly and forcefully. An excellent job of “edu- 
cational pre-selling.” Produced by SARRA through McCann-Erickson, Inc. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


A refreshing change from the “hard-sell” approach is the series produced for SLEND- 
ERELLA, the chain of reducing salons. Because the service is essentially aesthetic in 
appeal, a fanciful “through-the-looking-glass” dance sets the scene. This approach 
leaves an imprint of ease in gaining the desired result as compared with old-fashioned 
pills, strenuous diets and excessive exercise. Created by SARRA for SLENDERELLA 
SYSTEMS, INC. through Management Associates. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Do as cooking champions do is the appeal of these live-action films to gain FLUFFO 
a big share of the intensely competitive shortening market. Red Barber interviews 
these real-life prototypes to greatly enhance the believability of the messages. Closeups 
of pie and cake-making and chicken-frying aid in selling viewers with a “show me 
attitude.” Produced by SARRA for THE PROCTER AND GAMBLE CO. through 


Biow-Beirn-Toigo, Inc. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


The remarkable success of “Millie’s Millions,’ a TV commercial recently produced 
by SARRA for STOPETTE, has catapulted a single test commercial into a series. 
The current sequel, “Tillie’s Hapless Holiday,” is built around an old movie-type 
setting with all the nostalgia and whimsical humor of The Gay 90's. Although done in 
a light vein, it conveys a hard-hitting sales message and provides instant identification 
for over-the-counter sales. For: JULES MONTENIER, INC. Through: Earle Ludgin & 
Company. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 

















Film Sales 


“Perhaps one of the best potential 
groups for syndicated film programing 
is the banking industry,” says Jake 
Keever, national sales manager of the 
NBC Film Division. 

“Whether a particular bank is 
attempting to present merely an in- 
stitutional advertising campaign or 
one which embodies more hard-sell 
for their services, it is, nonetheless, a 
in a few cases, 


Mr. Keever be- 


potential local or, 
regional sponsor,” 
lieves. 

The importance of banks and sav- 
ings institutions as sponsors of tele- 
vision is apparent from a check of the 
advertiser list of most stations. Almost 
every outlet has at least one financial 
firm buying time, and many have more 
than one (See Banks and Savings In- 
stitutions, (page 46) 

Pointing out the advantages of 
syndicated film to a bank, Mr. Keever 
continues: “Regardless of which type 
of campaign they have decided on, 
however, the local bank, due to its 
prominence and place in the com- 
munity, feels that it should have a 
program equal in quality to any net- 
work advertiser. Consequently, it must 
turn to the syndicated film industry 
to deliver such a program. 

“Whatever reason motivates a bank 
to put advertising dollars into tv, all 
banks are most careful in the selection 
of a vehicle that will not leave the 
bank open to criticism by the more 
influential members of the community 
that it serves. In the field of banking, 
slide-rule calculations on a cost-per- 
thousand basis are 
importance. 

“The ideal program is one that is 
not only highly entertaining but also 
Public serv- 
ice and news programs are a popular 
choice for banks. Also, music pro- 
grams such as Liberace have been 
very popular. Ziv’s | Led Three Lives 
has been used by banks successfully. 
And one of our programs, Victory at 


of secondary 


free of any controversy. 


Sea, has had an excellent bank spon- 
sorship history. It is a program that 
lends prestige to a sponsor. 

“Most banks that 
through the selection of the proper 


have found 


program, the overall impression that 
they wish to create in their community 
can be brought about. From that point 
through the handling of commercials, 
they can apply as much hard-sell as 
they desire. They can really sell their 
Christmas savings plans, their small 
loan departments, their special check- 
ing accounts and many other services. 
If the show lends itself to merchandis- 
ing, as so many film programs do, 
they can proceed even further in this 
direction, with personal appearances, 
posters in the bank, and stuffers in 
their monthly statements. 

“The first step in selling a bank is 
to pick the type of program which 
will appeal to both the special group 
and also the bulk of the viewing pub- 
lic. Secondly, suggestions should be 
offered about various ways the com- 
mercials can be handled to sell the 
many services to Mr. Average Citizen. 
Thirdly, show the bank and its adver- 
tising agency how to kick-off and pro- 
mote the program to make it work 
for the bank during its entire run. 

“Banks have been turning to tele- 
vision in every-increasing numbers. 
Because they have exercised judicious 
selection of programs to represent 
them on television, this new advertis- 
ing vehicle has paid off in prestige 
and increased business.” 


Syndicated Films 


ATLAS TELEVISION CORPORATION 


Captain Z-Ro 

WBAL-TV Baltimore, Greenspring Dairy; 
WBKB Chicago, Wanzer Dairy; WSJV-TV 
Elkhart, Tumms Drug Chain; KCOP Los 
Angeles, Kitchen Fresh Potato Chip; WRCA- 
TV New York, National Shoes; KGO-TV San 
Francisco, Ladies Choice Foods; WRC-TV 
Washington, D.C., Thompson's Dairy; WBRE- 
TV Wilkes- Barre, Farmer's Cooperative 
ww KIMA-TV Yakima, Wash., Tiriery 
akery. 


AWARD TELEVISION CORP. 


The Jimmy Demaret Show 


WRBL-TV Columbus Lumber Co.; KONA- 
TV Honolulu, Hal Niu Clothing Co. & Kapa- 
hulu Tavern; Peoria, Marquette Real 
Estate; WHBF-TV Flynn Beverage (Schlitz 
Beer); KCCC-TV Sacramento, Sierra View 
Country Club. 


CBS TELEVISION FILM SALES, INC. 


Amos ’n’ Andy 


be 9 at seen: WCSC-TV Charles- 
ton, S. ly Wiggly Stores, (Renewal); 
KOMU-TY olumbia, Mo., Sinclair Dealers; 
WIS-TV A my . Orders Mattress 
Co. & Texize Chemical Co., WDSU-TV New 
a Kirschmann Furniture Co., (Re- 
newal) ; HAM-TV Rochester; KSWS-TV 
Roswell, (Renewal); KTXL-TV San Angelo, 
Meades eee: WSPD-TV Toledo, Bargain 
Center Floor Covering Co. 

Duffy Mott Co. Inc. sponsoring in following 
markets: WAGA-TV Atlanta, WBAL-TV 
Baltimore, WNAC-TV_ Boston, WCPO-TV 
Cincinnati, WCBS-TV New York, WPTZ-TV 
Philadelphia, WPRO-TV Providence, WHEN- 
TV Syracuse, WTOP-TV Washington, D.C. 


Gene Autry 


WCAX-TV Burlington; WJHL-TV Johnson 





Interstate’s Hans Christian Andersen 


Hecht’s Bakery, i. & Bakers) ; 


Be, 


M-TV Joplin; KOTA-TV pid City, 
Wonder Bakin Co., (Quality Bakers); 
WNDU-TV uth Bend; KFJB-TV Valley 


City, Regan Bros. Co., (Quality Bakers). 
The Cases of Eddie Drake 
KGNC-TV Amarillo; WISH-TV Indianapolis; 
KCIS-TV Shreveport. 
The Files of Jeffrey Jones 
KCIS-TV Shreveport. 
Life With Father 
KOB-TV Albuquerque, Chief Pontiac; 
KTVA-TV Anchorage; WISE-TV Asheville, 
N. C., General Electric; WCAX-TV Burling- 
ton; KGMB-TV Honolulu, General Electric; 
KPIX-TV San Francisco. 
Newsfilm 

WTVY Dothan, Ala.; 
KCIS-TV Shreveport. 
Annie Oakley 
Ada, Okla., Continental Baking Co.; KTVA 
Anchorage, (Renewal); WCAX-TV Burling- 
ton; KTVF-TV Fairbanks, (Renewal); Jack- 
son, Tenn., Continental Baking Co.; 
TV Lubbock, Piggly Wiggly Stores; 
TV San Antonio, Carnation Milk, (Renewal) ; 
WGBI-TV Scranton, Burschel’s Dairy, (Re- 
newal); WNDU-TV South Bend; KLIX-TV 
Twin Falls, Continental Baking Co.; KIVA 
Yuma, Continental Baking Co. 
The Range Rider 
WNBF-TV Binghamton, Stroehmann Bake- 
ries, (Quality Bakers); KROD-TV El Paso, 
R. C. Cola Co., (Renewal); WHP-TV Harris- 
burg, Stroehmann Bakeries, (Quality Bak- 
ers); KSD-TV St. Louis, Quality Dairy Co. 
& St. Louis Independent Packing Co.; 
WNDU-TV South Bend; WILK-TV Wilkes- 
Barre. 
San Francisco Beat 
KGNC-TV Amarillo; WCAX-TV Burlington; 
WGN-TV Chicago; KLFY-TV Lafayette, Re- 
gal Beer Co.; KLAS-TV Las Vegas, North 
Main Furniture; WDSU-TV New Orleans, 
Progresso Foods. 
The Whistler 
WCAX-TV Burlington; WGN-TV Chicago; 
KRCG-TV Jefferson City; WHBQ-TV Mem- 
aw Humko Co., (Renewal); KOTV Tulsa, 
afeway Stores, (Renewal). 


GENERAL TELERADIO, INC. 


Animated Fairy Tales 
WRCA-TV New York. 
17 Feature Films 


WSB-TV Atlanta; KFSD-TV San Diego; 
WCAU-TV Philadelphia; KJEO-TV Fresno; 
KIDO-TV Boise; CRA-TV Sacramento; 
KTVH Hutchinson. 


30 Feature Films 

WTHI-TV Terre Haute; KTVH Hutchinson; 
WDSU-TV New Orleans. 
INTERNATIONAL NEWS SERVICE 


Telenews Daily 

WXEX-TV Petersburg, Va. 

Telenews Weekly 

KVOS-TV Bellingham, Wash. ; 
(Continued on page 60) 


WDBJ-TV Roanoke; 


September 1955, Television Age 


59 








in 
t 





UAL 


is our business 
fis 
personalized 


Service 





eeaeteeoeeeeeeeeeeeeeeeeeeeeeee eeeeee 






ROUND -THE- CLOCK SERVICES 
Negative Developing 



























































WNIEL KE 


First Print Department 


Ultra Violet and 
Flash Patch Printing 


16mm and 35mm 
Release Printing 


Kodachrome Printing 








@eeeeeeeeeeeeed 


63 Editing Rooms 





SPECIAL TV SERVICES 


| To) am Oe) fo) amt ae 








Now 
Celebrating 
Our 25th 
Anniversary 


MOVIELAB FILM LABORATORIES, INC. 


619 West 54th Street, New York 19, N. Y. JUdson 6-0360 
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Films (Continued from page 59) 


INTERSTATE TELEVISION CORP. 


Amazing Tales of Hans Christian An- 
dersen 

WCIA_ Champaign; WHIO-TV Dayton; 
WHAM-TV Rochester, N. Y. 

Adventures of Blinkey 

KELO-TV Sioux Falls. 

Ethel Barrymore Theater 

WCIA Champaign; KRLD-TV Dallas; WHIO- 


TV Dayton; KMBC-TV Kansas City; WTVO 
Rockford, Ill. 


Little Rascal Comedies 

WTVY Dothan; KXJB-TV Fargo; KCJB-TV 
Minot, N. D.; WJDM-TV Panama City, Fla.; 
WEAR-TV Pensacola; WDBJ-TV Roanoke; 
KCRA-TV Sacramento; KSBW Salinas; 
KEY-T Santa Barbara; KHQ-TV Spokane; 
WDSU-TV New Orleans. 


NBC FILM SALES 


Badge 714 A 

WFIE-TV Evansville; WKZO-TV Kalamazoo. 
Badge 714 B 

KOMU-TV Columbia, Mo., Manhatten Cof- 
fee; WFIE-TV Evansville; WSVA-TV Har- 
risburg, Gunther Beer; WKZO-TV Kalama- 
zoo; MO-TV Kansas City. 

Badge 714 C 

KGNC-TV Amarillo; WGN-TV Chicago; 
WDAY-TV Fargo; KLAS-TV Las Vegas. 
Captured 

WHEC-TV Rochester, N. Y.; KENS-TV San 
Antonio. 

Dangerous Assignment 

WMGT Pittsfield; WHEC-TV Rochester, 
N. Y.; WKBN-TV Youngstown. 

The Falcon 

WHO-TV Des Moines; KZTV Reno; WHEC- 
TV Rochester, N. Y.; KENS-TV San Antonio; 
KVOA-TV Tucson. 

The Great Gildersleeve 

KGNC-TV Amarillo; KBTV Denver; KTSM- 


AY-TV Fargo; KCBD-TV 
WTVH-TV Peoria; Kroger Food 


Colonial Food Stores sponsoring in following 
markets: Albany, Ga., Atlanta, Augusta, Col- 
umbia, S. C., Greensboro, Greenville, N. C., 
Greenville, S. C., Moscow, Ga., Norfolk, 
Raleigh, N. C., Richmond, Va. 

His Honor, Homer Bell 

WHEC-TV Rochester, N. Y. 

Inner Sanctum 

WHEC-TV Rochester, N. Y. 

Life of Riley A 

KOOK-TV Billings, Pacific-Gamble; KLAS- 
TV Las Vegas. 

Life of Riley B 

WSIL-TV Harrisburg; KLAS-TV Las Vegas; 
KIVA Yuma. 

Life of Riley C 

KFYR-TV Bismarck, N. D.; KDAL-TV Du- 
luth; WDAY-TV Fargo; KFXJ-TV Grand 
Junction, Pacific-Gamble; KLAS-TV_ Las 
Vegas; KCJB-TV Minot, N. D.; KROC-TV 
Rochester, Minn. 

Life of Riley D 

KFYR-TV Bismarck, N. D.; KHSL-TV Chico, 
Calif.; KDAL-TV Duluth; WDAY-TV Fargo; 
KLAS-TV Las Vegas; KCJB-TV Minot, N.D.; 
KWTV Oklahoma City; WEEK-TV Peoria. 
Steve Donovan, Western Marshal 
KGUL-TV Galveston; KMBC-TV Kansas 
City, Rice Sausage; KLAS-TV Las Vegas; 
WTVN-TV Milwaukee; KWK-TV St. Louis, 
Rice Sausage & Oh Henry Candy. 

Victory at Sea 

WOW-TV Omaha. 

The Visitor 

WHEC-TV Rochester, N. Y. 


NATIONAL TELEFILM 
ASSOCIATES, INC. 


The Fabulous Forty 


KGGM-TV Albuquerque; WBEN-TV Buf- 
falo; WCAX-TV Burlington; WMT-TV Cedar 
Rapids; WGN-TV Chicago; WKRC-TV Cin- 
cinnati; WNBK Cleveland; WTVN-TV_ Co- 
lumbus; KRLD-TV Dallas; KOA-TV Den- 
ver; KRNT-TV Des Moines; WXYZ-TV 
Detroit; WDAY-TV Fargo; WKJG-TV Ft. 
Wayne; KONA Honolulu; WFBM-TV Indi- 

















One of NTA’s Fobuloes Forty 


anapolis; WKZO-TV Kalamazoo; WDAF-TV 
Kansas City; KPLC-TV Lake Charles; KCOP 
Los Angeles; WCCO-TV Minneapolis; 
WTCN-TV Minneapolis; WOR-TV New York; 
WPIX New York; KMTV Omaha; WPTZ 
Philadelphia; WJAR-TV Providence; KOTA- 
TV Rapid City; KROC-TV Rochester, Minn.; 
WVET-TV Rochester, N. KPIX San 
Francisco; WGBI-TV Scranton; KTBS-TV 
Shreveport; WNDU-TV South Bend; WWLP 
AG eld, Mass.; WHEN-TV Syracuse; 
KAKE-TV Wichita. 


WALTER SCHWIMMER 
PRODUCTIONS, INC. 


Championship Bowling 


KBOI-TV Boise, Heidelburg Beer; WGN-TV 
Chicago, Hamm's Beer; NS-TV Colum- 
bus, Carlings; WHO-TV Des Moines, Hamm's 
Beer; WCMB-TV Harrisburg, Bowling Alley 
Prop.; WKBT-TV La Crosse, Hamm's Beer; 
KLRJ-TV Las Vegas, Bowling Alley Prop.; 
KREM-TV Spokane, Bowling Prop. 


Eddy Arnold Time 


KENI-TV Anchorage; WLOS-TV Asheville, 
N. C., Bush Packing Co.; KFAR-TV Fair- 


banks; WNCT Greenville, N. C., Bunker 
Hill Meats; WSVA-TV Harrisonburg, Va., 
Domino Cigarettes; 


KTRK-TV_ Houston, 
Southern Sales, Mighty Lite; KLRJ-TV Las 
Vegas, Spots; WDBO-TV Orlando, Domino 
Cigarettes. 

SCREEN GEMS, INC. 

All-Star Theatre 


KWTV Oklahoma City; KFEQ-TV St. Joseph, 
Mo., Miller Chevrolet; KUTV Salt Lake City. 


Jet Jackson 
KFSA-TV Fort Smith, Ark.; KMID-TV Mid- 
land, Tex. 


Rin Tin Tin 

KFSA-TV Fort Smith, Ark. 

Top Plays of 1955 

KFSA-TV Fort Smith, Ark.; WLBT Jackson, 
Miss. 

STERLING TELEVISION CO. 
Armchair Adventure 

KDKA-TV Pittsburgh, Duquesne Brewing. 
Beat the Experts 

WAAM Baltimore, West End Motors Corp. 
Concert Hall 


WJNO-TV Palm Beach, Couse Air Condi- 
tioners, (Renewal). 


King’s Crossroads 

WJAC-TV Johnstown, Duquesne Brewing. 
Little Theatre 

WJBK-TV Detroit, Hot Point. 

Movie Museum 


WPBN-TV Traverse City, Great Lakes Sup- 
ply Co. of Bay City. 


Tales of Tomorrow 


KOB-TV Albuquerque, 
WSAZ-TV Huntington, 
Spaghetti. 


World We Live In 
WNCT Greenville, N. C., Leco Mills, Inc. 


TELEVISION SCREEN 
PRODUCTIONS, INC. 


Jim and Judy in Teleland 

WCPO-TV_ Cincinnati; KTTV Hollywood, 
Calif.; WTVJ Miami; KRON-TV San Fran- 
cisco. 
UNITED WORLD FILMS, INC. 
Going Places 
WABD New York; KFAR-TV Fairbanks. 


Stores; 
Brothers 


Gambles 
Banetti 


Headlines on Parade 
WABD New York; WPTZ Philadelphia. 


Sportscholar 
WDEF-TV Chattanooga; WABD New York. 


Stranger Than Fiction 


WXYZ-TV Detroit; WFBC-TV Greenville, 
S. C.; WABD New York; WPTZ Philadel- 
phia; KRON-TV San Francisco. 


Film Commercials 


ACADEMY PICTURES INC., N. Y. 


Completed: San Giorgio Macaroni, Inc., Van 
Sant. Dugdale; Kraft Foods Co., Mayonnaise, 
J. Walter Thompson; Revion Products Corp., 
Cosmetics, Norman, Craig a Kummel; Wil- 
son Line, oy, Investin , Atlantic Re- 
fining Co., N. Ayer; neral Foods Corp., 
Birdseye heen Yar: Shell Oil Co., Gasoline, 
J. Walter Thompson. 


In Production: The Nestle Co., Quik, Mc- 
Cann-Erickson; Standard Brands, Inc., Royal 
Desserts, Ted Bates; California Wine Ad- 
visory Board, Roy S. Durstine; General 
Electric Co., Fall Show, BBD&O; Steel 
Corp., BBD&O; Lorillard Co., Old Gold 
Cig., Lennen & Newell; Bosco Co., 
General Foods Corp., Post Sugar Crisp, 
Revion Products Corp., Cosmetics, Norman 
Craig & Kummel; Eljer Co., Bathroom Fix- 
tures, Ross Roy; Chrysler Corp., Plymouth 
Automobiles, N. W. Ayer. 


A.T.V. FILM PRODUCTIONS, INC. 


Completed: The Procter & Gamble Co., Dash, 
Drene, Crisco, gd Duz, Compten: Socony- 
Vacuum Oil Co., Inc., Mobil Extra Gas, 
Compton; Standard Brands, Inc. Tenderleaf 
Tea, Chase & Sanborn Coffee, Compton; M. 
K. Goetz Brewing Co., Malt Liquor, Schei- 
deler, Beck & Werner; The Marlin Firearms 
Co., Rifles. 


In Production: Procter & Gamble Co., 
Gleem, Ivory, Duz, Crisco, Drene, Compton: 
Standard Brands, inc., Royal Gelatin, Bates; 
M. . Goetz Brewing Co., Country Club 
Beer, Compton; Sterling Drug Co., Fizrin, 
Instantine, Compton; Standard Brands, Inc., 
Instant Tenderleaf Tea, Chase & Sanborn 
Coffee, Compton; Socony-Vacuum Oil Co., 
Inc., Mobiloil, Compton; Remington Rand, 
Inc., Portable Typewriters, Compton. 


GEORGE BLAKE ENTERPRISES 


Completed: General Foods Corp., Satina, 
Y&R; Standard Brands, Inc., Blue Bonnet 
Margarine, Ted Bates; American Tobacco 
Co., Lucky Strike, BBD&O; General Foods 
Corp., Sanka Coffee, Y&R; American Home 
Foods, Inc., Chef Boy-ar-dee, Y&R; General 
Electric Co., First Atomic Electricity, 
BBD&O 


(Continued on page 64) 








Le gat. he’ 


It's the perfect blend for tobacco!: 


Primary 
CBS 
Affiliate 
-plus 
NBC, ABC 
DuMont 


WNCT ‘CT 7-1-1,0411 (ae Pe OP 
100,000 watts full time 


A 


A. Hartwell Campbell 
John 


Gen. Mar 


E. Pearson Co., Inc., Nat'l Rep 














In the SPOTlight 


current productions making 
sales records 





Agency: Campbell-Mithun, Inc. 
Minneapolis, Minnesota 
Client: American Dairy Association 






about 10- 


acory 





Agency: Young & Rubicam, Inc. 
New York City, New York 


Client: Life Magazine 





Agency: N. W. Ayer & Son, Inc. 
New York City, New York 
Client: Plymouth News Caravan 


( 


1037 N. Cole Ave., Los Angeles 38, Cal. 
Telephone Hollywood 5-5171 


New York Office: Miss Dorothy Johnson 
Telephone Plaza 5-4807 
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now, 3rd series 
is ready to 
a great show 
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of BADGE 714 


O prove again... 
Vv stays great! 


Jl 





In market after market, BADGE 714, starring 
Jack Webb, delivers the biggest TV audiences in 


town for its sponsors, proving again and again 





that it’s a great show. 


As DRAGNET on network, the 39 exciting half-hour epi- 
sodes comprising the third series of BADGE 714 chalked up 
an average national Nielsen rating of 44.7*. In the latest 
ratings of all ARB markets, the second series outrated 58 of 


62 programs, network and local, in time-period competition. 


And the latest Annual Billboard Poll of TV station man- 
agers, advertising agencies and sponsors again selected 
BADGE 714 as “the best non-network mystery series.” Its 


star, Jack Webb, once again was named “best performer.” 


Great entertainment for audiences and great selling for ad- 
vertisers — that’s the way BADGE 714 adds up every time. 
And now, the third series is ready to do a great selling job 


for you. Sign up now for first-run syndication sponsorship 





in your markets. For availabilities, write, wire or phone 


NBC FILM DIVISION 


Serving All Sponsors...Serving All Stations 
30 Rockefeller Plaza, N. Y.20,N. Y. Merchandise Mart, Chicago, Ill. Sunset & Vine, Hollywood, Calif. 


*Nielsen Television Index—September, 1954-May, 1955 
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WLBC-TV 
MUNCIE 
INDIANA 


—— 





317, hours per week 


Muncie is Ist 
in the nation in 
HOURS PER WEEK 


WLBC-TV is Ist 
choice in 
MUNCIE FOR 


They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
family spends 31% hours per 
week watching television . . . 
more hours per week than any 
other city! WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 


CBS - NBC - DUMONT-ABC NETWORKS 





WLBC-TV 





MUNCIE, 


64 September 1955, Television Age 






SPENT VIEWING TV 


INDIANA 
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Films (Continued from page 61) 


In Production: General Electric Co., Insti- 
tutional G. E., BBD&O; Block Drug Co., 
Laxium, Emil Mogul; B. T. Babbitt. Inc., 
Glim, Harry B. Cohen; General Foods Corp., 
Gaines Dog Meal, B&B: Lydia E. Pinkham 
Medicine Co., Vegetable Compound, Ha 
B. Cohen; Esquire, Inc., Boot Polish, Emil 
Mogul; R. J. Reynolds Tobacco Co., Camel 
Cig., Wm. Esty; General Cigar Co., White 
Owl, Y&R. 


CARAVAL FILMS, INC. 


Completed: Pharmaceutical, Inc., Niron, 
rumin, Sominex, Geritol, Edward Kletter 
ssoc.; H. P. Hood & Sons, Inc., Supertest 

Milk, Goldencrest Milk, Grade A Milk, Ice 

Cream, Harold Cabot; Socony-Vacuum Oil 

Co., Inc., Mobilgas, Compton; Gillette Safety 

Razor Co., Foamy, Maxon. 

In Production: American Radiator & Stand- 

ard Sanitary Corp., Kitchens Heating Units, 

BBD&O; Pharmaceutical, Inc., Niron, Somi- 

nex, Zarumin, Edward Kletter Assoc.; Gil- 

lette Safety Razor Co., Razors, Maxon. 


FILM INDUSTRIES, INC. 


Completed: Peters Meat Products, Weiners 
& Sausage, David; Phillips Petroleum Prods., 
Service Stations; Doughboy Industries, Inc., 
Plastic Pools, BBD&O; Ocoma Foods Co., 
Frozen Foods, Bruce Brewer; Nutrena Mills, 
Dog Food, Bruce Brewer; Deere & Co., Farm 
Implements; International Harvester Co., 
Refrigerators, Leo Burnett; Great Northern 
Railway, Passenger Service, Campbell Mit- 
hun; Charmin Paper Mills, Tissues, Camp- 
bell Mithun; Pillsbury Mills, Inc., Hot 
Rolls, Oven Ready Biscuits, Campbell Mit- 
hun; Pfeiffer Brewing Co., Beer, Maxon; 
Simmons Co., Mattress & Hide-a-Bed; In- 
ternational Harvester Co., Farm Equipment. 
In Production: Northern Pacific R.R., Pas- 
senger Service, BBD&O; Hormel & Co., Meat 
Products, BBD&O; Balm Argenta, Hand 
Cream, Bozell & Jacobs; Lan-o-Sheen, Inc., 
Bruce Brewer; Pillsbury Mills, Inc., Hot 
Rolls, Campbell Mithun; Peters Meat Pro- 
ducts, Weiners & Sausage, David; Interna- 
tional Harvester Co., Truck Div., Trucks. 


GOLDSWAN PRODUCTIONS 
Completed: J. B. Williams Co., Aqua Velva, 
J. Walter Thompson; Milk for Health in The 
Niagara Frontier, Baldwin, Bowers & Stra- 
chan; The Coca-Cola Co., D'Arcy; Emerson 
Radio & Phonograph Corp., Grey; Gunther 
Brewing Co., Inc., Beer, Bryan Houston. 


LALLEY & LOVE, INC. 


Completed: Columbia Records, Inc., Mc- 


channe 


Serving prosperous eastern N, C. 








Sterling’s King’s Crossroads 


Cann-Erickson; American Motors Corp., 
Nash Automobiles, Geyer; Westinghouse 
Electric Corp., (Show opening), McCann- 


Erickson; Daily News, Cunningham & Walsh. 
In Production: International Latex Corp., 
Playtex Gloves, Reach, Yates & Mattoon. 


FLETCHER SMITH STUDIOS, INC. 
Completed: Bristol-Myers Co., Vitalis, Do- 
herty, Clifford, Steers & Shenfield; Bristol- 
Myers Co., Bufferin, Y&R; Quality Bakers 
of America Cooperative, Inc., Sunbeam 
Bread. 

In Production: Standard Brands, Inc., Hunt 
Club Dog Food, Ted Bates; Bristol-Myers 
Co., Bufferin, Y&R; Quality Bakers of 
America Cooperative, Inc., Sunbeam Bread; 
Vick Chemical Co., Vapo-rub, Va-tro-nol, 
Sofskin, Morse International; Hess Depart- 
ment Store, Doyle, Dane & Bernbach; The 
Grove Laboratories, Inc., 4-Way Cold Tab- 
lets, Harry B. Cohen. 


WARREN R. SMITH, INC. 


Completed: DuBois Budweiser, Beer, Bauch- 
man, Kelly & Trautman; W. W. Lawrence, 
Paint, Thompson & Sautel; Sani-Brush, 
Brushes. 

In Production: 3-D Insulum, Aluminum Sid- 
ing, Dubin & Feldman; Restoniter, Hide-a- 
way Bed, Dubin & Feldman; Jiffy Beef 
Steaks, Friedman & Rich; DeRoy Jeweler, 
Jay Reich. 


TRANSFILM INC. 

Completed: General Electric Co., Radio & 
TV Sets, Maxon; R. J. Reynolds Tobacco Co., 
Winston Cig., Camel Cig., Wm. Esty; Bristol- 
Myers Co., Ban Deodorant, BBD&O; Lever 
Bros. Co. Imperial Margarine, FC&B; P. 
Lorillard Co., Old Gold Cig., Lennen & New- 
ell. 


VIDEO PICTURES, INC. 

Completed: Colgate-Palmolive Co., Glance. 
Cunningham & Walsh; General Motors Corp., 
Oldsmobile, D. P. Brother; Colgate-Palm- 
olive Co., Halo, Carl S. Brown; Boyle-Mid- 


way Inc., Black Flag, Insecticide, Geyer; 
Turn-a-Bed, Lewis; Speidel Co., Watch 
Bands, SSC&B; Block Drug Co., Sentrol, 


Grey; The J. B. Williams Co., Conti Sham- 
poo, Bermingham, Castleman & Pierce; The 
Simoniz Co., Body Sheen, Floor Wax, 
SSC&B; Boyle-Midway Inc., Aeroshave, 


Aerowax, Geyer; The Best Foods, Inc., Pres- 
to, SSC&B; Griffin Mfg. Co., Inc., Microsheen 
Polish, Bermingham, Castleman & Pierce; 
Inc., 


Boyle-Midway Wizard 


Geyer. 


Deodorant, 
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he situation with respect to cut-ins 
7. network shows continues in a 
state of stepped-up confusion. 

The Station Representatives Associ- 
ation has recommended that the flat 1- 
minute rate be charged for cut-ins. 
Many stations have adopted 71% per 
cent of their hourly rate. Others charge 
the chainbreak rate and give the adver- 
tiser the benefit of frequency in com- 
bination with any other spot buys on 
the station. 

The agencies have not objected to 
the cost of cut-ins. They are concerned 
with the amount of service involved and 
have expressed the view that standardi- 
zation as between the networks, sta- 
tions and representatives would be 
extremely desirable. 

The NBC position on cut-ins is that 
there should be no relation between 
the charge of the cut-in and time costs. 
It has recommended flat fees for cut- 
in costs on the basis that it is not a spot 
buy selected as time, audience compo- 
sition, or program adjacencies. 

The CBS position on cut-ins is that it 
is the use of local facilities and, there- 
fore, is a matter to be handled entirely 
between the agency and the individual 
station. Because of distribution pat- 
terns, the cut-in is an important de- 
vice with many advertisers, particular- 
ly in the soap and automotive fields. 
Many stations view the cut-ins pretty 
much as a “spot buy.” 

This fall there promises to be more 
cut-ins than ever before. One sugges- 
tion has been put forth — that it would 
be a constructive effort for a study on 


a four-week 
review of 
current activity 
in national 
spot tv 


the part of the Radio and Television 
Administration Committee of the Amer- 
ican Association of Advertising Agen- 
cies. 


ALBERS MILLING CoO. 
(Erwin, Wasey & Co., Ltd., L. A.) 


Using one-minute live and film 
participations in various children’s 
programs, Albers’ Cereals are set to 

go into 28 markets, starting Sept. 12 for 
13 weeks. Glenn Bohannan is the 
timebuyer. 


ALKAID CORP. 
(Emil Mogul Co., Inc., N. Y.) 


This is a new company. It bought 
Alkaid, an antacid tablet, from Block 
Drug and is starting immediately to 
set up its distribution and promotion. 
Tv spot will play an important role 

in the campaign which will cover 

the areas the product was distributed 
in by Block as well as new markets. 
Lynn Diamond is the timebuyer. 


AMERICAN LEAD PENCIL CO. 
(Doyle Dane Bernbach, Inc., N. Y.) 


Will be starting minute participations 
in children’ ] shows for Paradise Pencil 
Kits in N. in mid- - .~ .» and, in Oct., 
Boston and Ye ean Simpson 
is the timebuyer. 





Charles F. Theiss, timebuyer at Ted 
Bates, N. Y., now assisting Chris 
Lynch in buying for Colgate-Palmolive 





ANAHIST CoO., INC. 
(Ted Bates & Co., Inc., N. Y.) 


Television spot schedules for the full 
line of Anahist products will s-:art in 
mid-Sept. and run for 26 weeks using 
nighttime minutes wherever possible 
Depending on the market, frequency 
will vary from three to 23. Last year the 
ones fall schedules were placed in 
some 117 markets and the chances are 
that this year’s campaign will be bigger 
Chester Slaybaugh is the timebuyer. 


ANHEUSER-BUSCH, INC. 
(Gardner Advertising Co., St. Louis) 


Tv spot will be used extensively by 

the agency which has just been 
appointed by Anheuser to introduce 

its new labeled beer, Busch Bavarian, in 
selected markets. Frank L. Chipperfield, 
media director, is the contact 


BARTON MFG. CO. 
(Gardner Advertising Co., St. Louis) 
The company is using announcement 


schedules in the midwest for Dyanshine 
Shoe Polish. Earl Hotze is the timebuyer 


BON AMI CO. 
(Norman, Craig & Kummel, Inc., N. Y.) 


The agency took over the account 

July 1. Advertising plans are still being 
formulated but indications point 

to a weighty use of tv spot. Mary Dowling 
is the timebuyer. 


BROWN SHOE Co. 
(Leo Burnett Co., Inc., Chicago) 


For Buster Brown Shoes the company has 
started Andy’s Gang, half-hour film 

series, in 55 markets around the country 
Of these, 50 began Aug. 20. The lineup 
includes: WSB-TV Atlanta, WBAL-TV 
Baltimore, WABT Birmingham, 

WNAC-TV Boston, WGR-TV Buffalo, 
WBTV Charlotte, WBKB Chicago (Aug. 21), 
WLW-T Cincinnati, WXEL Cleveland, 
KRLD-TV Dallas, WOC-TV Davenport, 
WLW-D Dayton, KOA-TV Denver, 

HO-TV Des Moines, WWJ-TV Detroit, 
KPRC-TV Houston, KTVH Hutchinson, 
Kans., WISH-TV Indianapolis, WMBR-TV 
Jacksonville, WKZO-TV Kalamazoo, 
WHAS-TV Louisville, WHBQ-TV Memphis, 
WTVJ Miami, WTMJ-TV Milwaukee, 
WCCO-TV Minneapolis, WLAC-TV 
Nashville, WNHC-TV New Haven. 
WDSU-TV New Orieans, WRCA-TV 
New York, WTAR-TV Norfolk, WKY-TV 
Oklahoma, WOW-TV Omaha, WCAU-TV 
Philadelphia, KVAR Phoenix, KDKA-TV 
Pittsburgh, Pa., KOIN-TV Portland, Ore., 

WJAR-TV Providence, WTVR Richmond, 
WHAM-TV Rochester, N. Y., 
KSD-TV St. Louis, KSL-TV Salt I 
KENS-TV San Antonio, KFSD-TY 
San Diego, KRON-TV San Francisco, 
WRGB Schenectady, KING-TV Seattle, 
WHEN-TV Syracuse, WFLA-TV Tampa, 
KOTV Tulsa and WRC-TV Washington, D. C 
Five more markets will be picked up 
later: WSPD-TV Toledo (Sept. 17); 


(Continued on page 67) 
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NOW INTERCONNECTED* 


WITH LIVE PROGRAMS 





kroc-tv 


channel 9 abilene, texas 


Serving and selling in the 


Home of the new $100 million 
heart of West Central Texas 


permanent SAC B-47 Base 


No buy in Texas is complete 
without this captive market 
with 62% set saturation 


Home of over 500 oil com- 
panies (with big payrolls) to 
serve Texas 


741) 7-41 SI) orenepepe bebe bee oe DT XD 


texas ta | | 
a | 


10492 Feet above abilene 


for availabilities and information on krbc-tv, channel 9 
NBC—CBS—ABC and Dumont in abiline, contact 


Forest Lane 
Commercial Manager 








John Kelly 
Station Manager 
John E. Pearson Television, Inc. 
* Sept. 15 
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Spot (Continued from page 65) 


WBNS Columbus, O., WFMY-TV Greensboro 
and KCMO-TV Kansas City (Oct. 1) 

and KABC-TV Los Angeles (Oct. 7). 

Helen Stanley is the timebuyer. 


BROWN SHOE Co. 

(Leo Burnett Co., Inc., Chicago) 
For its Robin Hood Division 

the company has started 

Buffalo Bill Jr., a Flying A half-hour 
film series in 52 markets ’ 

around the country. The starting date 
was Sat. Aug. 20, unless otherw 
indicated, in the following markets: 
WLW-A Atlanta (Aug. 5 ), WJBF Augusta, 
WABT Birmingham, WNAC-TV Boston, 
WBEN-TV Buffalo, WCIA Champaign, 
WBTYV Charlotte, WBKB Chicago, 
WLW-T Cincinnati, WA eee 


Columbus, O., KRLD 
Dayton, KLZ-TV Denver, WHO-TV 

Des Moines, WXYZ-TV_ Detroit, WOOD-TV 
Grand Rapids, KPRC-TV Houston, 
WSAZ-TV Huntington, W. Va., 

WFBM-TV Indianapolis, WJTV Jackson, 
Miss., WMBR-TV Jacksonville, WJAC-TV 
Johnstown, KMBC-TV Kansas oY, 
WATE-TV Knoxville, KARK-TV Little 
Rock, KABC-TV Los Anges (Aug. 18; 
after Oct. 5, change to Wed.), WAVE-TV | 
Louisville (Aug. 21), — eps, 
WTVJ Miami, WXIX Milwaukee, WCCO-TV 
Minneapolis, WSM-TV Nashville, WNHC-TV 
New Haven, WPIX New York, KWTV 
Oklahoma ay. WOW-TV Omaha, 
WFIL-TV Philadelphia (Aug. 21), 
KDKA-TV Pittsburgh, Pa., KPTV 

Portland, Ore., WJAR-TV Providence, 
WHEC-TV-WVET-TV Rochester, N. Y., | 
WHBF-TV Rock Island, KSD-TV St. Louis, 
KENS-TV San Antonio, KGO-TV San 
Francisco (Aug. 16), WRGB Schenectady, 
KING-TV Seattle, WHEN-TV Syracuse, 
KOTV Tulsa (Aug. 18), and WRC-TV Wash- 
ington, D. C. Helen Stanley is the timebuyer. 


BUICK MOTORS DIVISION, 
GENERAL MOTORS CORP. 
(Kudner Agency, Inc., N. Y.) 
Will be using spot announcements in 
addition to network announcements. Cam- 
= will get underway about a week 

fore new car is brought out. John 
Marsich, associate media director, is the 
contact. 


CADILLAC MOTOR CAR DIVISION, 
GENERAL MOTORS CORP. 


(MacManus, John & Adams, 
Bloomfield Hills) 


It is expected that this year Cadillac and its 
dealers will come in for some tv spot. 
Charles N. Campbell is the timebuyer. 


CARNATION CO. 

(Erwin, Wasey & Co., Ltd., L. A.) 
To promote Friskies’ Dog Food, firm has 
bought Annie Oakley, half-hour CBS 
Television Film series. Total of 65 
markets will be used, starting in early 
Oct. for 26 alternating weeks. 
Carnation Instant Milk has started a 
20-second and one-minute live and film 
announcement schedule in 17 markets, 
for 13 weeks. Glenn Bohannan is the 
timebuyer. 


CHEVROLET MOTOR DIVISION, 
GENERAL MOTORS CORP. 
(Campbell-Ewald Co., Inc., Detroit) 

As is true in most of the automobile buys, 
the actual planning and buying for 
Chevrolet is done in Detroit, only some 
clearing is handled in N. Y. For the 

new model, Chevrolet will be doing more 
spot tv than they did last year. It will 
probably have heavy saturation schedules 
for from two to four weeks around new 
car time. J. J. Hartigan, senior v. p. and 
director of media, clears all activity in 
Detroit. Henry Bockhop is the timebuyer 
contact in N. Y. 


CHOCK FULL 0’ NUTS 
(Grey Adv. Agency, Inc., N. Y.) 


For its coffee the company is already 
in N. Y. and Phila. with minute 
announcements, mostly in daytime. In 
Oct., the company expects to extend 
its tv spot coverage to include several 
New England markets. Joan Ruttman 
is the timebuyer. 


Ine., 





Edward Ratner, tv and radio director, 
Friend-Reiss Advertising, \. Y., is buy- 
ing time for a heavy Toy Guidance 
Council campaign. 


CHRYSLER SALES DIVISION, 
CHRYSLER CORP. 


(McCann-Erickson, Inc., Detroit) 


The budget for tv spot is up some 40 per 
cent above last year. The division ought to 
spend some ,000 for announcements on 
its new car. en, too, dealers will augment 
with co-op spot efforts. The plan is for a 
five-day teaser campaign before the new 
model is unveiled and then to continue 
spots for as much as four weeks thereafter. 
Russ Johnston is the contact. 


COAST FISHERIES DIVISION OF 
QUAKER OATS CoO. 


(Lynn Baker, Inc., N. Y.) 


The manufacturer of Puss 'n Boots 

Cat Food is conducting a 10-week test 
spot campaign on KRON-TV and KPIX 
San Francisco, KMJ-TV Fresno and 
KCCC-TV Sacramento. If this goes well, 
the idea, of course, is to extend the 
campaign nationally. Charles Weigert, 
media director, is the contact. 


COLONIAL STORES, INC. 

(Liller, Neal & Battle, Atlanta) 

This chain of 350 supermarkets bought 
the NBC Film Division Series The 

Great Gildersleeve in 11 southern markets: 
Albany, Ga., Atlanta, Augusta, Columbia, 
S. C., Greensboro, Greenville, N. C., 
Greenville, S. C., Moscow, Ga., Norfolk, 
Raleigh and Richmond. Sarah Williams, 
media director, is the contact. 


COLUMBIA-GENEVA DIVISION OF 
UNITED STATES STEEL CORP. 


(Batten, Barton, Durstine & Osborn, 
Inc., San Francisco) 


The division is opening a compel aimed 
at farmers in the San Joaquin Valley in 
Calif. and the Inland Empire in eastern 
Wash. Betty Share is the timebuyer. 


COTY, INC. 
(Franklin Bruck Adv. Corp., N. Y.) 


The company decided on spot over 
network and is getting together a 
campaign that will take it into as many 
as 70 markets throughout the country. 
It is picking up A and day times for 
minute and 20-second announcements. 
Alice Ross is the timebuyer. 


DEAN MILK CoO. 
(Clinton E. Frank, Inc., Chicago) 


The milk company which has distribution 
of its milk, ice cream, evaporated milk, 
chocolate drink and other dairy products 
in N. Ill., Mich., Ind., Wis., Memphis and 
Little Rock environs bought the CBS 
Television Film Sales new half-hour 
adventure series, The Adventures of Long 
John Silver in Chicago, Rockford, Madison 
and South Bend. Helen Davis is the 
timebuyer. 


DEERING, MILLIKEN & CO., INC. 


(Amos Parrish & Co., Inc., N. Y.) 


The company is putting its foot into 

tv via spot for the first time to promote 
its new, three-way-stretch fabric, 
Agilon. It will be using daytime minutes 


in an initial 13-week campaign which 
will get underway somewhere between 
the end of Sept. and the beginning of 
Nov. There is close to $1 llion in 

the till marked for tv spot so that more 
can be expected from the company if — 
this campaign is successful. The following 
fifty markets are the ones in which 

the agency will try to make initial buys: 
New York, Philadelphia, Boston, Detroit, 
Chicago, Cleveland, Pittsburgh, Pa., 

St. Louis, Washington, San Francisco, 
Los Angeles, Kansas City, Buffalo, 
Charlotte, Baltimore, Portland, Ore., 
Minneapolis, Atlanta, Seattle-Tacoma, 
Dallas-Ft. Worth, Indianapolis, Nashville, 
Memphis, Cincinnati, Providence, 
Birmingham, New Orleans, Omaha, New 
Haven, San Antonio, Denver, Miami, 
Louisville, Oklahoma City, Des Moines, 
Dayton, Toledo, Rochester, N. ¥., 
Charleston, Galveston-Houston, Milwaukee 
Lansing, Greensboro, Decatur, Schenectady- 
Troy, ow. Columbus, O., Greenville, 
Ss. e. Richmond, Little Rock and Rock 
Island-Moline-Davenport. Jack Barrington 
is the contact. 


DE SOTO DIVISION, CHRYSLER 
(Batten, Barton, Durstine & Osborn, 


Inc., Detroit) 


This auto manufacturer, too, will use more 
spot this year than last. It is already 
buying minutes and 20's for from two to 
four weeks in several of the major 
markets, to be used to announce the new 
model. Dealers will also be making their 
own buys. Al Weinrich is the timebuyer. 


DODGE DIVISION, CHRYSLER 


(Grant Advertising, Inc., Detroit) 


The word from the factory is that only 

the dealers will be placing spot this year 
for the new car. The company will be 
supplying the dealers with the film com- 
mercials. There is some chance, however, 
that some buying will be coming from the 
home base. James A. Brown is the 
timebuyer. 


E. I. DU PONT DE NEMOURS & CO. 
(Batten, Barton, Durstine & Osborn, 
Inc,. N. Y.) 


On Aug. 29, the company started a 
13-week campaign on WMBR-TV 
Jacksonville, TV Charlotte and 
KGUL-TV Galveston-Houston. The 
products to be promoted include Du Pont 

0. 7 Auto Polish, Du Pont paints and 
Duco Enamel. This is the first use of 
the Spot-Check Plan inaugurated by 
CBS Television Spot Sales, the purpose 
of which is to provide advertisers with 
a means of ayy the sellin. 
impact of spot tv. D. Trowbridge Elliman 
Jr. is the timebuyer. 


FAIRMONT FOODS Co. 
(Doyle Dane Bernbach, Inc., N. Y.) 


For its cream cheese the company begins 
in mid-Sept. with participations in 
kitchen shows in Buffalo and Pittsburgh, 
Pa. Then, in Oct. it takes a piece of The 
Ted Steele Show on WOR- for its 
sweet butter and frozen strawberries 
Jean Simpson is the timebuyer. 


FARM BUREAU INSURANCE 
COMPANIES 


(Jackson, Haerr, Peterson & Hall, Inc., 
Peoria) 

There are some dozen companies in 10 
states that make up the Farm Bureau 
Insurance group. Two Missouri companies 
have started a three-a-week spot schedule 
in five markets in that state to run 
throughout the fall. The Illinois group 
(IAA) will start in several markets in 

late fall or winter. Spot schedules are 


(Continued on page 68) 





Advertisement 


“KRNT-TV, BOUND TO FOLLOW 
in the footsteps of KRNT Radio, long 
recognized as one of America’s great 
stations.” 

KRNT-TV, the new CBS station for Des 
Moines, has selected Studio Telescrip- 
tions as one of its basics for local pro- 
gramming. This is typical of the new 
TV stations who are finding these top 
quality musical films essential for local 
programs. f once again .. . more 
and more stations are finding that the 
Studio Telescriptions Library, with its 
complete programming service, can bring 
bigger-than-ever profits. Investigate 
today ! For complete details, contact... 
Studio Films, Inc., Madison Avenue, 
New York 17; or call collect OXford 
7-2590, TWX NY 1-3036. 
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ing P planned for the Kansas companies 
pee i western Farm Bureau grou 
Colorado, LaLa | and , Arizona 
and New Mexico. Richar . account 
executive, of the agency's » ? -—E City, 
Mo. office, is hand ng. 


FERBER CORP. 
(Emil Mogul Co., Inc., N. Y.) 


For its Vu-Riter Pen and liquid lead 
pencils the company has scheduled 
nighttime minutes at a frequency of from 
five to seven a week in San a oO, 
Dallas-Ft. Worth, Columbus, O., 
Barre and Washington. eg —— 
Sept. 18 and runs to Nov. 12. 

Schachne is the timebuyer. 


FINE PRODUCTS CORP. 


(Day, Harris, Hargrett & Weinstein) 
The candy maker is making tv sp t plans 
for its Hollingsworth, N and 
Sweetly Your Candies brands. Mrs. Audrey 
Ferguson, media director, is the contact. 


FORD MOTOR CO. 
(J. Walter Thompson Co., N. Y.) 


There is already some activity in many of 
the 33 Ford Districts. Most of these are 
buying “the best-we-can-get” ~ , 
to start in the middle of Sept. and to go 
for two or three weeks. It indicates that 
the car might be introduced somewhere 
oe Sept. 22 or 23. If there is a change it 
be for later rather than sooner. 
twr field men buy in the 33 districts and 
it is all coordinated in N. Y. by Jim Luce, 
the timebuyer. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 


For its Swansdown Mixes, General Foods 
recently went into an eight-week schedule 
of six live participations a week in 
women’s shows in Pittsburgh, Pa. and 
Milwaukee. There is a good chance of 
more action but, the agency allows, not 
for a while yet. Warren Bahr is buying. 


GOLDEN GIFT, INC. 


(Harris & Whitebrook, Advertects, Inc., 
Miami Beach) 


The maker of fresh Florida oran, 

juice will be using spot announcements 
and  pasteations in women’s and 
children’s shows beginning in mid-Oct. 

As indicated in April Spot Report Golden 
Gift has been expanding its distribution 
and should, by Oct., cover almost all 
markets in the country except California. 
Joan Stark, national media director in 

N. Y., is the contact. 


GOLDEN NUGGET SWEETS 


(Connor, Jackson, Walker, McClure, San 
Francisco) 


For Big Hunk Candy Bars the company 

Pd extended its use of pre-Mickey Mouse 
how ID’s which begins in Oct., so 

that it is now in Seattle, Portland, Ore., 

San Francisco, Sacramento, Los An eles, 

Bakersfield and San Diego. Audrey Janisen 

is the timebuyer. 


GREATER ATLANTIC & PACIFIC 
TEA CO. 
(Paris & Peart, N. Y.) 


A & P is in the process of setting up a 
a bag full of spot buys. Weymouth 
M. Symmes is the timebuyer. 





Advertisement 


ALTHOUGH WE DON’T PRE- 
TEND TO WRITE THE 
KIND OF COPY 
the Henry J. Kaufman Agency writes for 
WMT Radio and TV (we love those ads), 
we would like to say, in our own simple 
way, how much we enjoy customers like 
WMT-TV. Why, their contract for the 
Studio Telescriptions Musical Library 
doesn’t run out until September 30, and 
they renewed for another two years 
way back in June. We’re proud of cus- 
tomers who use Studio Telescriptions so 
er a, that they decide far ahead of 
to continue this great television 


ay Sy service . and proud to serve 
-TV, one of the B 


iT! Studio 
Films, Inc., Madison Avenue, New 


York 17. Phone OXford 7-2590, TWX 
NY 1-3036. 
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Elaine Schachne, timebuyer at Emil 
Mogul Co., N. Y., handles Ferber Corp. 
and Monarch Wine. 


THE HILLS BROTHERS CO. 
(Ted Bates & Co., Inc., N. Y.) 


There’s been some reshuffling of Dromedary 
Cake Mixes markets. Spot has been 
apportioned the same amount of money 
as before, but because of network buy 
the company stopped using spot in 
network markets. So when it ph ray a 
major market it was able to replace it 
with two or even three cmatler’ markets. 
As a result, Dromedary s“hedules are 
now in about 120 markets. This campaign 
will be scheduled for the rest of the 
year. William Warner is the timebuyer. 


HUDSON MOTORS DIVISION, 
AMERICAN MOTORS, CORP. 
(Brooke, Smith, French & Dorrance, 
Inc., Detroit) 


Hudson works its spot activity somewhat 
differently from most other auto firms. Its 
dealers will plug the new car via spot 

and then the factory comes in around *t> 
first of the year with a spot campaign 

of its own. Some 75 to 100 dealers are now 
looking for local buys. George Johnston, 

Vv. p. and account executive, is the contact. 


HUNTER DOUGLAS CORP. 
(Doyle Dane Bernbach, Inc., N. Y.) 


The maker of Flexalum Venetian Blinds is 
starting a campaign of minute film 
announcements on Sept. 11 on six markets 
in Canada. Jean Simpson is the timebuyer. 


IDEAL TOY CORP. 
(Grey Adv. Agency, Inc., N. Y.) 


The company bouht participations in 
some 20 cities of the half-hour for-local- 
use package called Romper Room. Joan 
Ruttman is the timebuyer. 


ITALIAN SWISS COLONY 
(Honig-Cooper Co., San Francisco) 


The fall oovesteing campaign of * wine 
starts Sept. 15 and will be marked my 

a ro bln 4 in the company’s current list 

of California and eastern markets. It is 
using programs in N. Y. and Chicago and 
20’s and ID’s in L. A., Sacramento, 

Fresno, Salinas, Chico, Seattle and 
Portland. The existing tv markets, which 
will be retained for this fall campaign, 
include: Baltimore, Milwaukee, In ianapolis, 
Cleveland, Detroit and San Francisco. 
John W. Davis is the timebuyer. 


JUNKET BRAND FOODS 
(Sullivan, Stauffer, Colwell & Bayles, 
Ine., N. Y.) 


Starting in mid-Sept. a schedule of 
participations in women’s shows in some 
15 markets. Steve Suren is the timebuyer. 


KELLOGG CO. 
(Leo Burnett Co., Inc., Chicago) 


Kellogg is buying nighttime announcement 
schedules to attract the adult buyers to 
begin in Oct. Ken Fleming, media 
supervisor, is the contact. 


KING KORN STAMP CO. 
(Powell & Schoenbrod, Inc., Chicago) 


This is a trading stamp company and 
it’s been in business only for about two 


years. It is reported to be getting around 
to spend some $250,000 for tv spot in 
all-media campaign to furnish in local 
markets a promotional program for its 
retail store clients. Robert Schoenbrod, 
president of the agency, is the contact. 


THE KIWI POLISH CO., LTD. 

(Geyer Advertising, Inc., N. Y.) 

The maker of shoe polish has started a 
13-week campaign in some 15 major markets 
around the country, using ID’s in both 


day and night times. Carol Sleeper is the 
timebuyer. 


KNAPP-MONARCH PRODUCTS 
(SO. CALIF. DIV.) 

(Stodel Advertising Co., Hollywood) 
For its entire line of electrical appliances, 
firm is in the midst of planning augmented 
tv spot and program aovey in the west. 
First purchase is Hollywood’s Best, 
hour-long variety — every fourth 
Monday on KRCA Los Angeles. Charlotte 
Stodel, treasurer and tv director, and 
Clifford Levine, media director, are the 
contacts. 


KRAFT FOODS CO. 


(J. Walter Thompson, San Franciseo) 
For its cottage cheese Kraft has a 
ones med campaign in the following 
Pacific Northwest markets: Portland, 
Seattle, Spokane, Yakima, Eugene and 
Medford. Mrs. Frances Austin is the 
contact. 


LADY ESTHER DIVISION, ZONITE 
PRODUCTS CORP. 
(Dancer-Fitzgerald-Sample, Chicago) 
The division will undertake a spot 
campaign beginning in Sept. in 21 selected 
major markets for its new Whirled-in- 


Lanolin face powder. Harry C. Pick, media 
director, is the timebuyer. 


LANCE, INC. 


(D’Arcy Advertising Co., Atlanta) 

As reported in June Spot Report, Lance 
peanut food products, which are sold in 

22 states in the eastern part of the 
country (the western boundary runs 
diagonally from Toledo through the eastern 
half of Texas) will use tv spot this year 

in 30 markets. It started in eight markets 
in May and six more began in June. 

The remaining 16 will be starting in Sept. 
Most schedules are 20 second spots placed 
in Class A or AA time with a frequency 
of four or five spots per week. Calvin G. 
Voorhis, account executive, is the contact. 


H. W. LAY & CO., INC. 


(Liller, Neal & Battle, Atlanta) 


The seller of potato chips, peanuts, peanut 
butter and fritos is back again on tv 

spot after a summer layoff. It bought the 
CBS Television Film Sales new half-hour 
adventure series, The Adventures of Long 
John Silver for 22 southern markets: 
Nashville, Memphis, Montgomery, Macon, 
Greensboro, Knoxville, Columbus, Ga., 
Jacksonville, Savannah, Louisville, Tampa, 
Baton Rouge, Greenville, N. C., Miami, 
Jackson, Miss., Columbia, S. C., Atlanta, 
Asheville, Greenville, S. C., Augusta, 
Charlotte and Chattanooga. Sarah Williams, 
media director, is the contact. 


LEE, LTD. 


(Foote, Cone & Belding, Inc., L. A., 
and Erwin, Wasey & Co., Ltd., L. A.) 
Sof-Set, through FCB, and Dri-Mist, 

through Erwin, Wasey, have bought into 
WOR-TV New York Million Dollar Movie 
for 13 weeks starting Sept. 19. Indications 
are that this is the beginning of additional 
tv spot buying for both hair preparations. 
Lydia Hatton is the FCB timebuyer and 
Glenn Bohannan for Erwin, Wasey. 


LEWYT CORP. 


(Local Dealers) 


The company’s tv spot campaigns are 
handled on a co-op basis. Hicks and 
Greist in N. Y. is the agency for the 
account but they have nothing to do with 
placing local spot business. Lewyt’s fall 
campaign, running from Oct. to Jan., will 
be, as usual, a big one. Some $2 million is 
being earmarked by the company in an 
all-media drive to introduce its 1956 model. 


(Continued on page 71) 











ATLANTA POPULATION 808,853 
RETAIL SALES $888,692,000 


WAGA-TV REACHES AN ADDITIONAL 1,986,900 
WITH RETAIL SALES OF $1,202,594,000 








THIS IS WAGA-LAND 
WAGA-TV’s 1100-foot tower 2049 feet above sea 
level covers in its 0.1 milivolt contour 81 counties 
in Georgia and 11 in Alabama. Mail count adds 
additional counties in Tennessee, the Carolinas, 
and Georgia. The grade **A” curve is 39 miles; 

de ““B”, 71 miles and the 0.1 milivolt contour 
extends a full 80 miles. 














Represented Nationally by the 
KATZ AGENCY, Inc. 

STORER BROADCASTING COMPANY SALES OFFICES: 
New York—118 E. 57th St. 

Chicago—230 N. Michigan Ave. 





Atlanta’s standard metropolitan area population 
has jumped 20% in the past five years. It now ranks 
as the 21st market in the nation. But to this market, 
WAGA-TV adds nearly two million more people 
and more than a billion dollars in retail sales. Here 
are market data of the area covered by WAGA-TV, 
based on its 0.1 milivolt contour: 


Population. ..... 2,795,753 
Disposable Income. . .$3,314,323,000 
mon ones... so $2,091 ,286,000 


Pulse shows 86.1% television ownership in Metro- 
politan Atlanta. In the area beyond, its a rare sight 
to find a home without TV. 

Only WAGA-TV, with its new 1100-foot tower, 
2049 feet above sea level, and its full 100,000 watts 
on Channel 5—plus CBS-TV and outstanding local 
shows—can cover this market completely. 

Get the facts on Waga-land from your repre- 
sentative. 







100,000 


watts 
channel 


5 


—-CBS-TV in Atlanta 






Sun Francisco—111 Sutter St. Tom Harker, Nat'l Sales Director; Bob Wood, Nat'l Sales Manager 
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Maxwell means “MOXIE” 


That’s what makes the 
difference in the 











Entertain, sell; sell, entertain. They’re one and the same to Bob Maxwell, major- 
domo of this sparkling weekend feature on WWJ-TV. 


To the delight of teen-agers and young adults, astute Mr. Maxwell presents a 
parade of guests from the show world—especially top recording artists who sing 
their latest releases live. Other typical features are spotlight segments on current 
fads, sports cars, the newest in clothes and other dominant interests of the young 
in heart. Earl Stuart’s orchestra gets in plenty of good licks, too. 


Spice your Detroit campaign with Maxwell’s “moxie”. Full participation details 
are immediately available at all Free and Peters offices. 
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/ ‘ 
( ' 
BIG MAN | In Detroit... 
I | 
You Sell More 

ON RADIO, | te a . 

i 4 
Too! ! on channel “J 
! 
1 Rem 6 >A wee ! NBC Television Network 
I wes, Ae Maxwell ‘Salen * 9 ysgsegy P 
| huge home-and-highway audience ' Associate AM-FM Station WWJ 
with music Spt aoe | news, ! oS 

weather a ¢ condition r 

| ports... Better check on this, also. FIRST IN MICHIGAN * Owned and Operated by THE DETROIT NEWS 


Me ‘ ¢ National Representatives: FREE & PETERS, INC. 
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LUDEN’S, INC. 

(J. M. Mathes, Inc., N. Y.) 

For its §th Avenue Candy Bar will start 
schedules in close to 90 markets. me 
beginning in mid-Sept., others in mid-Oct., 
using all 10 sec. ID’s around kid shows. 

A little later on will be adding another 
campaign for Luden’s Cough Drops, this 
time aiming at nighttime buys. Mrs. 

Edna S. Cathcart is the timebuyer. 


MARYLAND PHARMACEUTICAL 
Cc 


(The Joseph Katz Co., Baltimore) 
The company will be going through with 
its spot plans in from 15 to 20 cities for 
Rem. Jean Mitchell is the timebuyer. 


PAUL MASSON, INC. 

(Geyer Advertising, Inc., N. Y.) 

This wine maker has bought a spot 
schedule in N. Y. and is a good possibility 
for adding other markets. Carol Sleeper 

is the timebuyer. 


MONSANT) CHEMICAL CO. 


(Needham, Louis & Brorby, Inc., 
Chicago) 

The maker of the detergent All has 
transferred newspaper advertising funds 
to tv spot in at least 17 markets, most of 
them major. The spot schedules are 

both day and night minutes and will run 
varying lengths, the majority for 26 weeks. 
This is considered something of a test 

to find out how tv stacks up against 
newspapers in these markets. Don De 
Carlo is the timebuyer. 


MOTOROLA, INC. 


(Leo Burnett Co., Inc., Chicago) 

Motorola is beginning announcements 
around Sept. 18 in 90 markets. Helen 
Stanley is the timebuyer. 





NASH MOTORS DIVISION, 
AMERICAN MOTORS CORP. 


(Geyer Advertising, Inc., N. Y.) 


Will more than likel 
this year than last. 
timebuyer. 


NATIONAL BREWING CO. 
(R. B. Doner & Co., Baltimore) 


The brewer of National Bohemian Beer 
is hopping into spot tv in many of its 
southern markets. Louise Crocker is the 
timebuyer. 

NATIONAL CARBON CO. 

(William Esty & Co., N. Y.) 

Ready to start for its “Eveready’’ No. 950 
leadproof battery a nationwide schedule 
of Class A minutes and 20’s based on the 
same theme that the compan 


4 used so 
successfully last year, Eveready’s Critical 
Moments. Frank Mahan is the timebuyer. 


NATIONAL TOILET CO. 

(Roche, Williams & Cleary, Inc., 
Chicago) 

The maker of Nadinola, a face cream, 
is buying announcement schedules in 


selected markets. Charles G. Brodersen is 
the timebuyer. 


THE NESTLE Co. 
(McCann-Erickson, Inc., N. Y.) 


This agency took over Nestle’s Instant 
Coffee from Bryan Houston beginning 
Sept. 1. And instantly McCann bought 
schedules in 30 markets throughout country. 
Only Class A time is being used, 20's on 
the west coast and ID's in the other 
markets. The campaign will run until the 
end of the year. Robert Anderson is the 
timebuyer. 


OLD JUDGE COFFEE Co. 

(Hirsch, Tamm & Ulman, Inc., 

St. Louis) 

The coffee company which distributes in 
the midwest and southwest is expanding 
its spot announcement schedules. Maurice 


L. Hirsch, agency president, is the 
timebuyer. 


use more tv spot 
tty Powell is the 





OLDSMOBILE DIVISION, GENERAL 
MOTORS CORP. 


(D. P. Brother & Co., Detroit) 


Will augment its 112-market Patti Page 
quarter-hour with heavy spot schedules to 
announce its 1956 model. Carl Georgi Jr., 
v. p. and direcor of media, is the contact. 


PAPER-MATE CO., INC. 


(Foote, Cone & Belding, L. A. 
& N. Y.) 


On the west coast, Paper-Mate’s new 
tu-tone pen went into 10 markets two 
weeks prior to the opening of schools 
Aug. 21 and 28, and will continue for an 
additiona) three weeks. The markets are: 
L. A., San Francisco, Kansas City, St. 
Louis, Dallas-Ft. Worth, Houston, Denver, 
Seattle-Tacoma, San Diego and Portland. 
Lydia Hatton is the timebuyer. 

In the east, the company is starting in 
major markets in Sept. a continuing 
campai of nighttime announcements. 
Penny Simmons is the timebuyer. 


DR. PEPPER CO. OF DALLAS 
(Grant Advertising, Inc., Hollywood) 


Dr. Pepper’s summer a? to introduce 
the drink in cans to L. A., Orange and 
San Bernardino counties has been so 
successful, according to the agency, that 

a substantial fall campaign is being planned. 
John Cody is the timebuyer. 


PEPSODENT DIVISION OF 
LEVER BROS. 
(Foote, Cone & Belding, N. Y.) 


The word is that there will definitely 

be tv spot for this big spot user, but the 
starting date for such a campaign will 
not be before the beginning of next year. 
Arthur Pardoll, director of broadcast 
media, is the contact. 


PETER PAUL, INC. 
(Dancer-Fitzgerald-Sample, Inc., 

N. Y.) 

The candy company is doing some heavy 
(Continued on page 72) 
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bre center.sit is the TOfh tergest 


port in’ tonnage in the 


nited™States. And foledofLucas 


County) is listed among the United States leaders an’l! of 
the 19 industrial classifications! ; 

Along with Toledo, WSPD radio and television give you 
18. other counties for complete saturation of “Sur billion 


fefelite mmuitela 4-8 


Your sales message will be heard, and your product will 


be sold with WSPD 
western Ohio. 
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Storer Broadcasting Company 
TOM HARKER, NAT. SALES DIR, 118 E 57th STREET, NEW YORK 


for 33 years the voice of North- 


RADIC 
TELEVISION 


TOLEDO, OHIO 
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Represented Nationally 
by KATZ 
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buying for its Mounds and Almond Joy 

fall campaign. Starting date in some 
markets is set for mid-Sept., in other 
markets at varying dates thereafter. 
Campaign lengths likewise vary, from 

13 to 32 weeks. Schedule calls for minutes 
and 20’s primarily in Class A times, average 
sseuneney is around four and five per — 
week. The market total for this campaign 
should be around 100. Jack Stack, formerly 
timebuyer on this account, is now 

assistant account executive. Robert 
Wulfhorst is the new timebuyer. 


PLYMOUTH MOTOR DIVISION, 
CHRYSLER CORP. 
(N. W. Ayer & Son, Inc., Phila.-N. Y.) 


This division anxious to regain its position 
of third place in the motor industry will be 
using more tv spot than ever. It is definite 
that dealers will use co-op funds and it 
looks now that the factory will also come 
into the picture. Plymouth starts its tv 
campaign somewhere around five days ahead 
of new model time and carries it on for 
another two or three weeks. The dealer 
buying is cleared and coordinated in N. Y. 
Richard Bunbury is the timebuyer. 


PUREX CORP. 
(Foote, Cone & Belding, L. A.) 


Purex has requested availabilities for 
minutes and 20’s in 10 New England 
markets for a five-week introductory 
campaign on behalf of its Liquid Trend 
detergent. It is also looking around in other 
eastern markets. Lydia Hatton is the 
timebuyer. 


HAROLD F. RITCHIE CO. 
(Atherton & Currier, Inc.) 


The schedules which the company has 
been running for Brylcreem hair tonic have 
been renewed for balance of the year. 
Ritchie is now getting ready to embark on 
a ~ go campaign in the southeastern area 

and in major markets throughout country 
for Scott's Emulsion. In some instances, 
there will be dual schedules but in other 
markets the schedules will be for Scott's 
only. Hubert R. Sweet is the timebuyer. 


HELENA RUBINSTEIN, INC. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 


The cosmetic company has picked up the 
few markets it dropped during the 
summer. It is now in some 35 markets 
with minutes and 20’s. Martin Kane is 
the timebuyer. 


SANDURA CO., INC. 
(Hicks & Greist, Inc., N. Y.) 


The maker of Vinyl Plastic floor, counter 
and wall coverings had remarkable 
success with tv spot buys last year. It is 
coming back this season looking for more 
of same. Anxious for high-rated local 
programs, either quarter or half-hours, in 
smaller markets. It would like to start 
sometime in Sept. and run for 13 weeks. 
Vincent Daraio is the timebuyer. 


SCHULZE AND BURCH BISCUITS 
(United States Adv. Corp., Chicago) 


In several of its midwest distribution 
areas the company is spotting Ziv’s 
Favorite Story. Jeanette Duringer is the 
timebuyer. 


SEAPAK CORP. 


(N. W. Ayer & Son, Inc., Phila.-N. Y.) 


For its frozen sea food products the 
company is initiating a spot program in 
selected markets, mostly major. William 
Millar is the timebuyer. 








Advertisement 


ONE OF AMERICA’S GREAT 
AREA STATIONS ... WNCT 


Greenville, North Carolina . . . A sound 
operation based on sound programming. 
WNCT recently added the Studio Tele- 
scriptions Library which is being cur- 
rently integrated into its already excel- 
lent program schedule. Studio Tele- 
scriptions, over 1100 three-minute musi- 
cal films produced especially for TV, are 
basic, flexible low-cost television. Don't 
delay .. . find out today how the Studio 
Telescriptions Film Library can go to 
work for you. Contact . . . Studio Films, 
Inc., 380 Madison Avenue, New York 17: 
hg collect OXford 7-2590 or TWX NY 
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Weymouth M. Symmes, timebuyer at 
Paris & Peart, N. Y. is active on the 
A & P account 


SEECK & KADE, INC. 
(McCann-Erickson, Inc., N. Y.) 

The manufacturer of Pertussin is ‘ 
concocting a spot campaign to get going 
at the end of Sept. Al Petcavage is the 
timebuyer. 


SELCHOW & RIGHTER CO. 
(Norman, Craig & Kummel, Inc., 
N. 


The gamemakers are beginning two _ 
campaigns. One, for Scrabble, starts in 
mid-Sept. in 10 markets and will be aimed 
at adults. The other, for its Meet the 
President game, gets underway in mid-Nov. 
in 33 markets and is going after the 
children. Mary Dowling is the timebuyer. 


SMITH BROTHERS 

(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 

For its fall campaign, the maker of 
cough drops, which last year used 43 
markets, plans to place business in 

about 50 markets for a mid-Oct. start. 
Steve Suren is the timebuyer. 


SNO-BOL CORP. 

(United States Advertising Co., 
Chicago) 

The maker of liquid bow! cleaner is 
using announcement schedules in several 
of its distribution areas in the midwest. 
Jeanette Duringer is the timebuyer. 


STREITMANN BISCUIT CO., 
DIVISION OF UNITED BISCUIT 
CO. OF AMERICA 

(The Ralph H. Jones Co., Cincinnati) 
The company is using Ziv's Science Fiction 
Theatre and Mr. District Attorney on 
alternating weeks in several of its _ 
southeastern markets. In others of its 
markets in that area, Streitmann has 
announcement schedules. Ann Smith, tv 
and radio director, is the contact. 


SUNNYVALE PACKING CO., 
DIVISION JF SCHUCKL 
PACKING, INC. 

(Young & Rubicam, Inc., 

San Francisco) 

The division is a tv spot entry in L. A., 
San Francisco and Seattle for Aunt 


Penny’s White Sauce. Douglas Meservey, 
account executive, is the contact. 


THE TAYLOR-REED CORP. 
(Hicks & Greist, Inc., N. Y.) 


The maker of E-Z Popcorn is looking to 
place a 13-week saturation schedule of 

live and film minutes in the 17 eastern 
seaboard states, using some 40 markets. 
It would like to get underway the end of 
Oct. and would prefer to slot some eight 
to 12 spots per week around both kid shows 
and late night movies. Vincent Daraio 

is the timebuyer. 


THE TAYLOR-REED CORP. 
(Hicks & Greist, Inc., N. Y.) 


For its Q-T Frostings the company wants 
to place a schedule of from 20 to 100 


announcements per week—ID's, 20's and 
minutes—in at least 20 major marsets across 
the country. It wants to get started in 

early Oct. for four to six weeks, using both 
live and film and slotting in good times 

day or night. Vincent Daraio is the 
timebuyer. 


TODD AO 

(Donahue & Coe, Inc., N. Y.) 

Will probably go all out for tv spot 
schedules for the opening of Oklahoma, 
scheduled to road show around the country 
around Oct. 11. Evelyn Lee Jones is the 
timebuyer. 


THE TONI CO. 

(Weiss & Geller Advertising, Inc., Chi- 
cago) 

The company is buying announcements for 
Toni-Tip in 80 markets. Jack C. McCord, 
chief timebuyer, is the contact. 

TOY GUIDANCE COUNCIL 
(Friend-Reiss Advertising, N. Y.) 

The agency is starting to place its 13 
quarter-hour films. The series will be used 
in the period between Nov. 1 and Dec. 20. 
In some cases it will be played across the 
board for five weeks and one extra show, 
in others it will run on good Sat. or Sun. 
times. Also, wherever possible, the series 
will be rerun for a total of 26 showings. 
The agency suggests it will work out any 
deal that looks good, and it hopes to place 
buys in over 100 markets. Edward Ratner, 

tv and radio director, is the tirmebuyer. 


TV STAR BROOMS 

(Sales-Aide Service, Chicago) 

Four broom manufacturers are combining 
to sponsor a three-week test series of 
corn broom filmed spot announcements 
in Sept. in Chicago, Detroit and Grand 
Rapids. Products of the four companies 
will be shown but all will carry “Tv 
Star Brooms” wrapper. The companies 
are: Century Broom Co., Mattoon, IIL; 
France Broom Co., Paxton, Ill.; Rich and 
Francis Broom Co. and Continental 
Broom Works, both of Chicago. Mrs. 
Alma E. Kendall, media director, is the 
contact. 


STEPHEN F. WHITMAN & SON, INC. 
(N. W. Ayer & Son, Inc., Phila.-N. Y.) 


The candy company will initiate on Sept. 26 
a 13-week schedule of nighttime ID’s in 
around 45 markets. Jeanne Nolan is buying. 


WILDROOT CO. 
(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


The maker of hair preparations is getting 
up a spot campaign to start at the same time 
it begins its CBS Television network show, 
Adventures of Robin Hood, on Sept. 26. 
The company is looking to attract the male 
audience. It wants to place minutes in late 
times and some A times if it can, and is 
prepared to use 20’s. The number of markets, 
which may reach 70 depends on what 
buys Wildroot can get. Gertrude Scanlon 

is the timebuyer. 


WINE ADVISORY BOARD 
(Roy S. Durstine, Inc., San Francisco) 


The WAB’s first full-scale tv spot 

campaign will be used to promote 
National Wine Week, Oct. 15-22. 
Announcements will be used in 17 markets 
and half-hour shows will be bought for two 
other markets. Robert L. Whitehead, v.p., 

is the contact in San Francisco, in N. Y. it’s 
v. p. John Malone, Jr. 


Advertisement 





WGAL-TV, LANCASTER PENN- 
SYLVANIA, HAS ONCE AGAIN 
renewed the Studio Telescriptions 
Library. One of the busiest spots on 
Pennsylvania TV dials, WGAL-TV 
continues to recognize that Telescrip- 
tions — for regular program- 
ming, and are constantly available for 
top quality stand-by use. These Studio 
Telescriptions musical libraries are com- 
plete with scripts, program ideas and 
background material for your program 
department. It takes only minutes to 
build any number of star-studded shows 
sparkling with lavish production set- 
tings, minus high production costs. For 
the complete story, just pick up your 
phone and... Call COLLECT OXford 
7-2590 or TELETYPE NY 1-3036 ... or 
write Studio Films, Inc., 380 Madison 
Avenue, New York 17. 
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WFBM-TV INDIANAPOLIS 
Represented Nationally by the Katz Agency 
Affiliated with WFBM-Radio; WOOD AM & TV, 
Grand Rapids; WFDF, Flint; WTCN, WTCN-TV, 


Minneapolis, St. Paul 


WFBM-TV-wide: $500,663,000 


Automotive sales state-wide: $894,041,000 
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For speed . . . excitement . . . adventure . . . there’s nothing like 
Chris-Craft! This is the spectacular new 18’ Cobra .. . a dar- 
ingly styled speedster, exceptionally smooth riding at flashing 
speeds . . . the marine counterpart of the daring sports car. 


Chris-Craft, the world’s largest builder of motor 
boats, contributes to the growth of WOODzuanp, U.S.A. 


On major waterways throughout the world, you'll find sleek, powerful Chris-Craft 
sports boats. And in WOODland — in Holland and Cadillac — you'll find two 
large Chris-Craft plants, which contribute to the prosperous growth of the area 
as a whole. 


Many other world leaders are located in this rich, Western Michigan area — in 
the primary trading center of Grand Rapids; in Muskegon, Battle Creek, Lansing 
and Kalamazoo. And the entire market is yours with WOOD-TV — which has 
the 20th highest set count in the country. For top sales results, schedule WOOD- 
TV, Grand Rapids’ only television station! 
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4~ 
Ee WOOD .anp CENTER 
GRAND RAPIDS, MICHIGAN 


GRANDWOOD BROADCASTING COMPANY ® NBC, BASIC; ABC, SUPPLEMENTARY ® ASSOCIATED WITH 
WFBM-AM AND TV, INDIANAPOLIS, IND.; WFDF, FLINT, MICH.; WTCN-AM AND TV, MINNEAPOLIS, MINN.; 
WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 
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“THE OLD ORDER CHANGETH ... Giving way 


to the NEW.” Southeast Alabama ... Once a group of many small markets 
- + « requiring a myriad of media to reach . .. Now consolidated via powerful 
316,000 Watts on Channel 12 WSFA-TV, Montgomery's Best . . . Alabama's 
newest and Finest Television Station. Your sales message is seen more .. . 
means more on WSFA-TV. 








WSFA-TV Market Data 
Population 1,118,643 
Total Retail Sales $667,339,000.00 
Consumer Spendable Income $963,398,000.00 


Owned and operated by 
THE OKLAHOMA PUBLISHING CO. 
The Daily Oklahoman, Oklahoma City Times, 
The Farmer-Stockman, WKY, WKY-TV, WSFA, & WSFA-TV 
Represented by THE KATZ AGENCY, INC. 








Ist in top-rated shows... 


WMCT carries 21 of the top 
30 programs . . . those earn- 
ing a rating of 25.0 or better.* 







Ist in top film shows... 


WMCT telecasts 8 of the 
first 10 highest rated half- 
hour film shows in Memphis. 


1st in children’s and 
women’s programs... 


with such kid favorites as 
Pinky Lee, Howdy Doody, 
Cartoon Carnival (49.6 

total rating for the week!), 
and Storyland, highest 

rated locally produced 
morning program for chil- 
dren. Highest rated par- 
ticipating program for 

women ... Charm with Cathy. 





Ist in top-rated eve- 
ning quarter-hours 


WMCT is highest rated in 
73 of the 112 quarter-hour 
periods, Sunday through 


*June 21-28, ARB 


WMCT - CHANNEL 5 


MEMPHIS WMC-WMCF-WMCT 
MEMPHIS' first, TV station 


100,000 WATTS 
NBC Basic Affiliate 
National Representatives 
The Branham Company 
Owned and ‘enuitied by 
THE COMMERCIAL APPEAL 


78 September 1955, Television Age 





Saturday, 6:00 p.m.-10:00 p.m.* 





Banks (Continued from page 47) 


the time, played to standing room only, 
while restaurants were jammed to 
capacity. 

The film taken during the opening 
and run on wess-Tv the following day 
was so successful that the bank ordered 
two additional reruns at later dates. 
Bank officials were particularly pleased 
with results. Mr. Ernest Orr, assistant 
to the president, told Frank Riordan, 
general manager of the station, that 
he was confident the bank would follow 
a similar plan on its anniversary. 
“We at Broward National Bank are 
thoroughly happy with the outcome 
of the television campaign planned by 
your station,” he said. “You may be 
sure that wcss-Tv will be considered 
first in our future advertising.” 

Television advertising by banks 
ranges from sponsorship of syndicated 
shows, production of their own live, 
locally produced programs to use of 
8-second IDs. Examples of each of 
these types of programming, including 
details on format, name of the spon- 
soring bank and stations used are 
included at the end of this article. 


Syndicated Film Popular 


One of the most popular iv advertis- 
ing vehicles is syndicated film. Use 
of these programs allows the bank to 
select a quality film with a theme 
which is felt to be in keeping with its 
advertising policies and which has a 
record of audience appeal which can 
be judged in advance. 

Some of these bank-sponsored films 
are on their second or third runs. The 
high ratings which some syndicated 
films have been able to maintain 
through three and even more runs and 
the lower price which multi-run films 
command appeals to many smaller 
institutions who want a quality product 
but don’t wish to budget the amount 
necessary for a first-run show. 

Every syndicator with a stable of 
quality films has banks among his 
sponsors. A few, which are typical, 
are listed here. The Guild Films pack- 
age, The Liberace Show, has been a 
notable success for banks, with more 
than fifty sponsoring the series at one 
time. NBC Film Sales’ series Victory 
at Sea and Badge 714 (formerly Drag- 
net) are among those used by banks. 
Screen Gems has a number of pack- 








The weops-tv package of spot an- 
nouncements, a closed circuit telecast 
and filming of the opening was so suc- 
cessful that it surprised officials of 
Broward National Bank, of Ft. Lauder- 
dale. Here’s the lobby on opening day. 


ages suitable for bank use, typically 
Top Plays of 1955. Kings Crossroads, 
a Sterling Television package, is a 
bank favorite. 

Ziv has many popular films includ- 
ing | Led Three Lives. Several CBS- 
Television Film Sales’ shows are be- 
ing used, including Amos ’n’ Andy 
and The Whistler. Official Films offers 
a number of successful programs in- 
cluding My Hero and The Star and 
the Story which are bank-sponsored. 
MCA’s Dr. Hudson’s Secret Journal, 
a new syndication, has already been 
bought by five banks. 

A bank-originated series, Science in 
Action, is being syndicated by Tele- 
vision Programs of America. This 
program was first originated live by 
the American Trust Co. of San Fran- 
cisco in 1950 and was an outstanding 
success from the beginning, receiving 
many national awards for excellence. 
A complete description of the format 
is included below. The Halls of Ivy, 
another TPA syndication, has a num- 
ber of bank sponsors. 


Indication of Type 


While these are only a few of the 
syndicated films being used success- 
fully by banks they offer an indication 
of the type of film favored. In addi- 
tion a great number of banks have 
tried, and many are now using, news 
shows, either live or on film. 

The ABA Public Relations Council 
survey indicated that many banks 
went into television early, when sta- 
tions in their areas first went on the 
air and achieved good results with 

(Continued on page 80) 














Now in operation! 


WXAEX-TV 


CHANNEL 8 


with the basic 


oj BC =TV NETWORK 


serving 


RICHMOND 


PETERSBURG and CENTRAL VIRGINIA 








The rich market of Richmond, Petersburg, and Central 
Virginia gets a great new TV station! WXEX-TV has 


MAXIMUM POWER -316 KW 


MAXIMUM TOWER HEIGHT- 


1049 ft. above sea level 


943 ft. above average terrain— 100 ft. higher 
than any station in the Richmond market. 


CHOICE AVAILABILITIES NOW= 
but they’re going fast! See your Forjoe man! 
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frequent programs. As time costs in- 
creased, even though per-viewer costs 
dropped, they cut the length of their 
tv programs to avoid increasing their 
advertising budgets. Many went into 
spots and participations. 

Other banks started in television 
with live shows which tie into the life 
of the community and many of these 
programs have developed such a fol- 
lowing that they have been continued 
ABA sug- 


gests that the success of this type of 


and sometimes expanded. 


program emphasizes the need for a 
bank to “start with a good idea” and 
to “stay in your own backyard.” 
The ABA is doing an expert public 
relations job in educating banks about 
tv. Number 13 of their current public 
relations series, called “Television for 
Banks,” goes into full detail in advis- 
ing members how they can use the 
medium “with the greatest efficiency, 
the best result and the least expense.” 
Expertly prepared, the manual goes 
into television’s history, cites facts 
and figures on its development, lists 





Science in Action, sponsored by The 
American Trust Co. on KRON-TV San 
Francisco is one of the oldest and most 
successjul bank programs. Here Dr. 
Harlow Shaple, famed Harvard as- 
tronomer, discusses cosmography with 


Dr. Earl S. Herald, program host. 


capsule case studies of actual experi- 
ence by banks and reports by bankers 
who have used television. A section 
is devoted to possible formats which 
may be used by banks and other 
helpful suggestions. 

In addition the 


Public 


Council has a “Television Aids for 


Relations 


Member Banks,” which includes script 
ideas, basic formats, public service 
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ideas, guides for commercials, a tele- 
vision glossary and television presenta- 
tion hints. 

Both the manual and the aids 
booklet can be obtained by ABA 
members. Stations and others in tele- 
vision wishing to obtain copies can 
do so through their own banks. 

Typical programs, for both large 
and small banks, now being used 
successfully in all sections of the 
United States are included in the 
examples which follow in alphabetical 
order: 

® The American National Bank, of Den- 
ver, has received enthusiastic response to a 
four-week series of live half-hour programs 
on KLz-TV Denver. Advance announcements 
of the series asked viewers to send in ques- 
tions about handling of their estates, giving 
full details but withholding actual names of 
individuals involved. Hundreds of questions 
were received and a panel, composed of local 
authorities on the specific problems, an- 
swered each on the program. Herman F. 
Feucht, vice president of American National, 
served as moderator. Response included let- 
ters from lawyers and other professional men 
as well as from individuals, convincing bank 
executives that the program was an effective 
goodwill builder. 


Science in Action 


® The American Trust Co. and the Cali- 
fornia Academy of Sciences, two venerable 
San Francisco institutions, are the joint 
producers of Science in Action, one of the 
oldest and most distinguished of the “educa- 
tional” programs used as a commercial 
vehicle. 

The two institutions are both pressing the 
century mark. Science in Action will begin 
its sixth year September 23, still under the 
sponsorship of the bank which first put it 
on the air. The program appears live on 
KRON-TV San Francisco from 7 to 7:30 p.m. 
every Monday except during the summer 
period. In addition the series, under the 
same name, has been syndicated and is being 
sold nationally by TPA. Many banks over 
the country are sponsoring the program on 
a local basis. Science in Action is a care- 
fully planned program. Under the direction 
of Dr. Robert C. Miller, director of the 
Academy, the production committee includes 
Benjamin Draper, executive producer; Dr. 
Earl S. Herald, program host and curator 
of aquatic biology of Steinhart Aquarium; 
Lester B. Johnson, assistant vice president 
of American Trust Co.; Kenneth D. Jones, 
McCann-Erickson, and Vern Louden, KRON- 
TV director of the live telecast. 

The program has taken up such varied 
scientific subjects as “Seashore Survival,” 
“Religious Archaeology,” “Closeup of Mars,” 
“The Submarine,” 
“Sleep,” “Cancer Research,” “Solar Energy,” 
“Bridge Building,” “Miracle of the Seed,” 

(Continued on page 82) 


“Science in Sports,” 

















YOU MIGHT THROW THE JAVELIN 263 Ft.* 


BUT... 


AMERICAN RESEARCH BUREAU 
FEBRUARY, 1955 REPORT 
GRAND RAPIDS — KALAMAZOO 




















Number of Quarter Hours With 
Higher Rating 
MONDAY THRU FRIDAY WKZO-TV Station B 
7 am. — 5 p.m. 144 
5 p.m. — 11 p.m. 83 37 
SATURDAY & SUNDAY 
10 a.m. — 11 p.m. 80 24 











Note: Survey based on sampling in the following propor- 
tions — Grand Rapids (45%), Kalamazoo (19%), 


Battle Creek (19%), Muskegon (17%). 


The Fetzer Hations 


WKZO — KALAMAZOO 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — er petty NEBRASKA 


Associated 
WMBD — PEORIA. LUNOIS 





YOU NEED WKZO-TV 
TO BE CHAMP 
IN WESTERN MICHIGAN! 


The February, 1955 American Research Bureau Report 
(left) shows that WKZO-TV is the favorite station in 
Battle Creek and Muskegon, as well as in Kalamazoo 


and Grand Rapids. By almost 3-to-1, in fact ! 


WKZO.TV is the Official Basic CBS Television Outlet 
for Western Michigan. 100,000 watts — Channel 3. 
Serves over half a million television homes in 29 


Western Michigan and Northern Indiana Counties. 


Your Avery-Knodel man has all the facts. 


100,000 WATTS, CHANNEL 3, 1000’ TOWER 


WKZ0O-TV 


KALAMAZOO — GRAND RAPIDS 


Avery-Knodel, Inc., Exclusive National Representatives 


* Bud Held set this world’s record in Pasadena on August 8, 1953. 
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“Sixty Centuries of Clay” etc. 

Five Nobel prize winners (a record in 
itself) have been among the scientists inter- 
viewed on the program. Science in Action 
is one of the most honored programs on tv. 
Its laurels include some 29 awards, many of 
a national nature, and numbers of first places 
in California viewers’ polls. 

Commercial time on the KRON-TV program 
is used by American Trust to interview a 
student scientist, representing a northern 
California high school. The student, who is 
chosen with the cooperation of the science 
teachers of his school, gives some informa- 
tion about the school, his own background 
and then performs an experiment in the 


field of science which most interests him. 
A savings account in his name is opened in 
the American Trust branch nearest his home. 
There is always a waiting list of schools 
eager to have one of their students appear 
on the program. 

The sponsor supports the program with 
the idea that it is a public service to the 
area. By giving television viewers a chance 
to get acquainted with distinguished scien- 
tists and to see actual laboratory experi- 
ments, American Trust believes that it will 
stimulate interest in science which may 
have long range beneficial effects for the 
state and the nation. 

@ Bank of America, San Francisco, is 
using one-minute films in every tv market 
in California. Users of all advertising media, 
they have found television to be effective 








IT’S 
A 
FACT- 


for delivering results. 


Chicago 11 
Illinois 





As of August 15, forty advertisers (national, regional 
and local) had contracted for fall sponsorship of pro- 
grams on WGN-TV. They know the importance of the 


nation’s second market AND WGN-TV’s reputation 


Are you doing an adequate job in Chicago? Now is 
the time to contact your WGN-TV representative for 


prime availabilities and programs for fall. 


Increase your sales in the rich Chicago market on 


Chicago’s Top TV Station. 


441 N. Michigan Ave. 


WGN-TV 


Chicago 9 




















Miss Leslie Rice, The Ranger Lady, 
emcees the First Federal Ranger Show 
for the First Federal Savings & Loan 
Assn. of Phoenix on KOOL-TV 


Phoenix. 


and plan to continue their present campaign 
through the first of the year. Charles R. 
Stuart Adv., San Francisco, is the agency 
with Charles Johnson handling purchase 
time for the account. 

® Citizens National Bank, of Lubbock, 
Texas, uses spot announcements on KDUB-TV 
to promote its customer services and build 
institutional goodwill. The bank has been 
a television advertiser since 1952, when the 
station first went on the air. Advertising 
experience includes both newspaper and 
radio as well as television. Mr. Frank Junell, 
executive in charge, has indicated the bank 
is pleased: with its tv advertising and plans 
to continue it in the future. 

@ First Federal Savings and Loan, of 
Boise, Idaho, has been a consistent tv ad- 
vertiser but is at present using a limited 
schedule of three 20-second spots a week on 
KIDO-TV and two each week on KBOI-TV 
Boise. In the past the bank used three 
5-minute weather forecasts each week on 
KIDO-TV with special offers to secure savings 
accounts. One offered a savings bank in 
the shape of an umbrella with the slogan: 
“Let a savings account be your umbrella 
on a rainy day.” Another, at Christmas, 
offered a Santa Claus bank. Mr. Joseph Dol- 
lard is president of the institution. 

@ First Federal Savings and Loan Asso- 
ciation of Phoenix, Arizona, is an outgrowth 
of the State Building and Loan Association 
which was organized in 1925. The two were 
merged in 1938. Joseph G. Rice, president 
and chairman of the board, has been with 
the firm since 1929 and president since 1935. 
The bank operates five offices in Arizona— 
three in Phoenix, one in Mesa and one in 
Yuma. It is the largest savings and loan 
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More People — More Retail Sales. These are the important results 
of WFAA-TV's upcoming coverage increase.* From the tip of Texas’ 
tallest structure, 1685 feet above average terrain, Channel 8's 316,000- 
watt signal will create new “‘A’’ and ‘‘B"’ contours which include: 







1. MORE PEOPLE — a population increase of more than one-third 





million over the present “A"’ and “B"; 





2. MORE RETAIL SALES — a whopping gain of nearly one-half 
billion dollars annually; 









3. THREE recognized metropolitan areas — Dallas, Ft. Worth and 





Waco. 






As Egbert, the Chanel 8 Electron, says: Business Looks Great — for sponsors who 


at use WFAA-TV to cover one of the nation's top dozen markets in one easy operation. 


“Target Date: October, 1955 





RALPH NIMMONS, 
Station Manager 
EDWARD PETRY & CO., 
National Representative 
Television Service of the 
Dallas Morning News 
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Channel 8, Des Moines 


@ It's big news for lowa viewers and big news for you if you sell in 
. KRNT-TV is now on the air with all the big, popular CBS 


television shows that have led Central lowa ratings for years... PLUS 








lowa.. 


the favorite local personalities with established audiences and 


proved power to move merchandise! 


@ Your lowa campaign starts with Des Moines and KRNT-TV, so 


call Katz now and discuss 
¢ in Jong 


KATZ HAS ALL THE FACTS —FULL POWER 316,000 WATTS 


availabilities on the show- 
manship station in Des 
Moines, KRNT-TV... affili- 
ated with highly-Hooperat- 
ed KRNT Radio and the 
nation’s largest legitimate 
theater, KRNT Theater. 
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Washington Memo 


BACK TO WORK. After a month’s 
hiatus at the FCC to allow for vaca- 
tions, the commissioners are back 
at their jobs, ready to tackle some 
major problems confronting the tele- 
vision broadcasting industry. During 
their absence, an important document, 
entitled “Supplemental VHF Alloca- 
tion Report,” which is now generally 
referred to as the Mullaney report, 
was placed on their desks. This will 
likely be the number one order of 
business for the immediate future. 

As we reported in this department 
in the preceding issue of TELEVISION 
AGE, the approach used in the Mulla- 
ney report to the solution of inter- 
mixture of uhf and vhf stations was 
what the commissioners were looking 
for. It would provide a method where- 
by upwards of 200 assignments, 
through the utilization of directional 
antenna systems, could be made for 
cities in which uhf stations now oper- 
ate. It would mean a conversion of 
stations from uhf to vhf without jeop- 
ardizing the coverage originally guar- 
anteed to existing vhf stations under 
the Sixth Report, containing the stand- 
ards and allocations adopted when the 
freeze was lifted. 

What is particularly attractive about 
the Mullaney plan is its suggestion 
that it could be adopted immediately, 
without the necessity for time-consum- 
ing rule-making proceedings. All that 
would be required, say its authors (at- 
torneys Welch, Mott & Morgan and 
engineer John H. Mullaney), is that 
grants be issued on application. 

Essentially, the Mullaney plan for 
squeezing out 200 more stations from 
the uhf channels is accomplished by 
reducing the mileage separations be- 
tween stations on the same or adjoin- 
ing channels. This would mean that ex- 
isting uhf stations would be precluded 
from increasing their coverage, but it 
would, for all practical purposes, put 
the new directionalized v’s on an 
equal competitive footing with other 
v's. 


GIVEN CAREFUL STUDY. While 
the commissioners were away, the 
Broadcast Bureau has been giving the 





Mullaney report careful study in an- 
ticipation of intense interest by the 
members. Of course, there will be 
many legal and engineering questions 
to answer. Faults may be found with 
the plan. The authors do not claim it 
to be perfect. As they declare in their 
conclusions, “Its imperfections stem 
not from defects in the basic technical 
principles involved, but rather from 
the initial obstacles imposed by the 
type of allocation which today exists 
for television stations in general. If 
an eventual nationwide system of tele- 
vision is to develop, including the mul- 
titude of medium and smaller sized 
communities for which uhf was to 
be the answer, some solution at least 
similar to that developed in this repori 
must be sought. Every period of addi- 
tional delay only further entrenches 
the problems inherent in the present 
situation.” 

It’s quite conceivable that the Com- 
mission may use the Mullaney plan, 
or something similar, to dispose of 
the intermixture problem in one pack- 
age. This could include denial of 
deintermixture proposals and virtual 
abandonment of the uhf band, except 
for certain all-uhf “islands,” for “free” 
tv. Existing uhf stations in intermixed 
areas would be offered vhf channels, 
to be used with directionals. It’s pos- 
sible the Commission might use the 
device of the “show cause” order to 
simply shift stations from uhf to vhf, 
just as it did when it switched pre- 
freeze stations to different vhf chan- 
nels when it adopted new allocations 


for the Sixth Report. 


WOULD FREE FCC TO ACT. If the 
intermixture problem is resolved 
through the directional antenna ap- 
proach, the Commission will be free 
to act on quite a number of vhf hear- 
ing cases on which they have held up 
final decisions pending the deinter- 
mixture proceedings. These include 
channel 7 in Evansville, Ind., channel 
3 in Hartford, Conn., channel 3 in 
Madison, Wis., channels 7 and 10 in 
Miami, Fla., channel 8 in Peoria, IIL., 
and channel 2 in Springfield, IIl. 
(Continued on page 92) 
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association in the state with assets of more 
than $50 million. It ranks 94th among 6,000 
savings and loan associations in the country. 

The institution has used newspaper, radio, 
outdoor, premiums, give-aways, magazine and 
direct mail. Television was first used in 
1951. Of its 1954 advertising budget of 
$55,000, $11,000 went to tv. 


The First Federal handles its own adver- 
tising with C. Austin Nelson, vice president 
in charge, and Florence Zimmer as advertis- 
ing supervisor. From September 1951 to 
December 1953 the bank presented its First 
Federal Ranger Show on KpPuHo-Tv. Since 
then it has been on Koot-tv. The program 


on July 28 was the 200th presentation. 

The 30-minute show features the members 
of the First Federal Rangers as savers and 
entertainers rather than building up an adult 
personality. The Ranger Lady, Miss Leslie 
Rice, is emcee of the program and an em- 
ployee of the institution. The children and 
the Ranger Lady appear regularly at public 
service and civic affairs. Founded in 1949, 
the Rangers now number more than 11,000 
members. Over 6,000 of these have appeared 
on tv during the program’s long run. 

The show is produced by the First Fed- 
eral’s own advertising and public relations 
department. Talented children, junior choirs 
from Arizona churches and public service 
messages of interest to youth (such as the 
Smokey Bear announcements) are featured 
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First Huntington National Bank uses 
ID’s on wsaz-Tv Huntington to pro- 
mote its services. 


on the show. Ranger boys and girls who 
advance in rank through increased savings 
are introduced. 

While tv is used primarily to recruit 
Rangers it has proved very effective for 
adult viewers as well. The average Ranger 
account for the 11,000 members is $80 and 
this average is increasing every year. 

Mr. Rice says that he feels “national 
recognition and local acceptance of the First 
Federal Rangers is due primarily to the 
television program since that is the only 
way First Federal recruits Rangers.” The 
bank and Mr. Rice have been honored by 
the national savings and loan industry for 
its promotion. 

© First Huntington National Bank, Hunt- 
ington, W. Va., while it uses other advertis- 
ing media, is especially enthusiastic about 
tv. An old institution, founded in 1872, the 
bank favors a conservative approach, using 
five IDs per week on wsaz-Tv around the 
calendar. No special gimmicks or traffic- 
builders are used. The campaign is institu- 
tional with strong emphasis on savings ac- 
counts and on the excellent and convenient 
parking facilities which it offers to custom- 
ers. Mr. Homer Hebhardt, executive vice 
president and trust officer, handles the firm’s 
television advertising. He has expressed 
the opinion that the tv spot campaign has 
been “most effective.” Plans are to continue 
use of television on the present schedule. 

© First National Bank of Arizona, of 
Phoenix, Arizona’s oldest bank, has been on 
KPHO-TV almost since the station opened. 
Starting with institutional programs the 
bank switched to KPHO-Tv’s Arizona Tele- 
vision Newsreel more than three years ago 
and is pleased with the results. “We regard 
television as the best sales tool we ever had,” 
declares George Christie, vice president in 
charge of public relations. “It wasn’t too 
long ago when going into a bank was like 
walking into a refrigerator with the light 
off. Today it’s quite different. Just as any 
other business, we must merchandise our 
services. In our case it’s money. All banks 
carry the same brand. It’s the ‘wrapping’ 
that makes the difference.” With this in 
mind the bank aims its public relations pro- 


(Continued on page 88) 
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WGR-TV HAS LED IN 
TOP 15 SHOWS ALL YEAR 


= Sept., 1954 —10 of top 15 
pulse: °°P at 
Oct., 1954— 8 of top 15 


Nov., 1954 — 9 of top 15 
Dec., 1954 — 9 of top 15 


Jan., 1955 —12 of top 15 
Feb., 1955 — 9 of top 15 
Mar., 1955 — 9 of top 15 
Apr., 1955 — 8 of top 15 


May, 1955 —10 of top 15 
June, 1955 —10 of top 15 
July, 1955 -- 8 of top 15 





AND: oct., 1954 — 6 of top 10 
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1955 — 6 of top 10 
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gram at everyone from the youngest to the 
oldest, a policy which has proved so success- 
ful that the 75-year-old institution has more 
than doubled its size since 1945. Arizona 
Television Newsreel is shown every Thursday 
at 7:30 p.m. It covers every type of Arizona 
news. Ralph Painter, KPHO-TV cameraman, 
has taken his cameras into the stratosphere 
to show viewers what it’s like to fly in a jet 
plane and to the bottom of a copper mine 
while filming mining operations. He filmed 
sequences from the back seat of an auto- 
mobile crashing into a flaming wall during 
a daredevil show. With his short-wave radio 
he follows police and firemen on nearly every 


call as well as checking on routine news 
tips which are gathered for him through the 
regular news services. Ted Murphy is the 
program’s narrator. 

@ First National Bank of Holdrege, Ne- 
braska, has been using television since 1953 
when KHOL-TV Holdrege went on the air. The 
firm, founded in 1884 by Mr. A. L. Clark and 
associates, has a record for progressive poli- 
cies. “When I first contracted for tv ad- 
vertising,” says the present president, Mr. 
L. J. Titus, “I was motivated by two 
thoughts: one, to support a welcome addi- 
tion to the entertainment field in our local 
area and, second, for the advertising value 
therein. I wasn’t too well sold on television 
as an advertising medium. Now I am com- 
pletely satisfied with the tremendous re- 








to timebuyers 





CHANNEL 2 IS BIG COVERAGE ANYWHERE... . 
AND IN THE WORLD’S LARGEST OILFIELD, YOU 
GET BIG COVERAGE ON CHANNEL 2—KMID-TV. 


Timebuyers really out for results should look at once into the 
KMID-TV Channel 2 market — Midland, Odessa, Big Spring, 
Texas — and the surrounding oil country. It’s one of the richest 
regions on earth. Within KMID-TV’s coverage, the average per- 
family income is $6,340.00. The set count is 51,720 . . . and 
according to a May, 1955, Robert S. Conlan survey of the 
KMID-TV “city grade” counties of Midland and Ector, there's 
an average set saturation of 71.4% of all homes. 


It’s a steady market. There’s a 40-year proven reserve of oil 
still underground waiting to be drilled and produced. 

PUT YOUR MONEY WHERE YOUR MARKET IS. Send for 
complete rates and data to KMID-TV, or call Venard, Rintoul 
and McConnell, Inc., or — in the South and Southwest — 
Clarke Brown Company, Dallas, Houston, Atlanta. 


KMID-TV 


P. O. BOX 2758 


channel 2 
MIDLAND, TEXAS 
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First National Bank of Arizona’s Ari- 


zona Tv Newsreel appears each week 
on KPHO-TV Phoenix. 


sponse of television advertising.” 

The bank sponsors / Lead Three Lives, 
30-minute Ziv syndicated dramatic show, on 
KHOL-TV. Advertising is handled direct under 
the management of Mr. Titus and Mr. C. B. 
Erickson. The bank has enjoyed a great in- 
crease in time deposits since beginning the 
use of television. Within a six-month period 
time deposits have more than doubled, 
nearly all coming from the area covered by 
the station. Secondary result of the program 
was a great increase in the number of ap- 
plicants for positions with the bank. Several 
said they wanted to work for a bank with 
policies as progressive as those of the First 
National. 

The bank has an overall advertising budget 
of $12,000 annually, of which it spends 
$2,400 on tv. Next year it is planning to 
increase this video budget to around $3,600. 

@ First National Bank of Portland, Port- 
land, Ore., feels that its Korn-tv First Na- 
tional Theatre, which is the name given 
TPA’s Showcase of Stars “has paid off very 
nicely.” When the program started running 
on Sept. 9, 1954, it was widely promoted. 

Publicity included: A release to all dailies 
and weeklies in the area telling about the 
purchase of the series and something about 
the program. A meeting of all the bank 
branch managers within the coverage area 
of KOIN-TV to preview the show. News- 
paper ads in the tv section coincident with 
the first showing. Pictures of Edward Arnold 
with the president of the bank which were 
released five days before the first showing. 
Pictures of Arnold on the cover of the trade 
magazine, Tv Life. Periodic news releases 
on upcoming programs during the run of the 
series. On-the-air radio programs and plugs 
on KOIN-Tv. Use of space in newspapers and 
other publications telling about the series. 
Window and door decals for the 34 branch 
banks. Lobby cards for branch lobbies. Car 
card space in suburban buses. Over 150,000 
statement stuffers on the show. Special 
window and lobby displays in major 
branches. 


All of the advertising and promotion em- 
phasized that the bank was giving people of 
the area the best of entertainment with the 
compliments of the bank. Many letters, 


(Continued on page 90) 
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Banks (Continued from page 88) 


phone calls and personal compliments were 
received by branch personnel all the way up 
to the president himself. Remarks varied 
from “what a nice thing the bank is doing 
on tv” to “your show of last Sunday was one 
of the most interesting tv half hours I have 
seen in a long time.” One letter from an 
elderly couple stated they were so pleased 
with what the bank was doing that they 
were moving their account from a competing 


bank. 


Constant Tv Users 


@ First Security Bank Corporation with 
branches throughout Idaho and Utah has 
been a consistent user of television. The 
branch in Boise, Idaho, largest in the state, 
used ten cartoons a week on KIDO-TV Boise 
until the first of the year when it switched 
to alternate-week sponsorship of an hour 
and half feature film. Local bank executives 
are pleased with the response in new savings 
accounts which they attribute to their tele- 
vision investment. The experience and pro- 
gramming are similar to that of other 
branches. Agency is the Gillham Advertising 
Agency, Salt Lake City. Mr. Lon Richard- 
son is the executive in charge. 

®@ Kansas State Bank, of Wichita, uses a 
regular film program on KTvH Hutchinson 
with Vice President Ken Johnson, of the 
bank, giving the commercials. The two 
commercial periods are used for institutional 
advertising, savings account promotion and 
introduction of various bank employees to 
the public. A reproduction of the front of 
the bank is used as a lead-in to the pro- 
gram, giving the viewer the impression that 
he is actually entering the bank building. 

® Lubbock National Bank, of Lubbock, 
Texas, has been using spots on KDUB-TV 
since the station first went on the air in 
1952. It has been quite successful in intro- 
ducing new customer services with these 
spots and used a 30-minute remote telecast 
at the time it introduced a new drive-in 
teller service several months ago. Pleased 
with the results the bank intends to continue 
the use of tv, according to Charles Signor, 
executive in charge of the program. 


Inventories on the Air 


@ Philadelphia Saving Fund Society is 
now in its fifth year of sponsorship of The 
Big Idea on weau-tv Philadelphia, a 30- 
minute program featuring new inventions, 
demonstrated by the inventors themselves. 

“The range of inventions shown is unlim- 
ited,” Vice President Granville S. Morgan 
is quoted as saying in the magazine, Banking. 
“You may see anything from a disposable 
mouse trap to a sectional ocean-going ves- 
sel, piggy-back style for coastal shipping . . . 
the weekly show consists of four inventors 
and a panel of three top engineers and in- 
dustrialists. Each inventor is interviewed 
by Don Bennett, originator and emcee of 
the show. The inventor then demonstrates 
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his invention and is interviewed by the 
panel.” 

The society does not finance or otherwise 
help the inventor. The only requirement for 
getting on the show is to have a practical 
invention which has been patented or for 
which a patent has been applied. More 
than 1,350 inventions have been shown on 
the program, selected from over 6,000 ap- 
plications. Four hundred of these inventions 





Mr. Paul Freygang, |, account execu- 
tive for KHOL-TV Holdrege, Neb., talks 
to Mr. L. J. Titus about his television 
advertising on the station. 


have been put on the market. Gray & Rogers 
is the agency for the bank. 

A survey conducted within the WCAU-TV 
viewing area in 1950 showed that 5.2 per 
cent of the 600 persons interviewed recalled 
the bank’s advertising. In 1953 another sur- 
vey showed the number had increased to 
13.6 per cent. 


One-Minute Spots 


®@ Provident Federal Savings & Loan Asso- 
ciation, of Boise, Idaho, is using a regular 
schedule of two one-minute spots each week 
on KIDO-TV Boise and KBOI-TV Boise. This is 
increased by extra groups of spots during 
special campaigns on savings. Special 
schedules are also used in connection with 
other promotions such as Christmas savings 
clubs. The account is handied by Mr. Ted 
Brook, Cline Advertising, Boise. 

©@ Rochester Savings Bank, of Rochester, 
New York, has found that Schools on Pa- 
rade, a live local show on wHAM-TV Roches- 
ter is worthwhile, both for the community 
and for the bank. Showing the youngsters 
in the classroom, the series is dedicated to 
the idea that “learning can be fun.” 

Producer Katherine B. Zimmerman ex- 
plains in an article published in Banking 
that, “The idea of presenting some of the 
activities I had seen in the classroom while 
visiting schools seemed a natural and logical 
tie-in for the bank because of our long and 
uninterrupted school savings banking service. 
Programs include such activities as choral 
speaking, Indian games, sight saving, junior 
news quiz, Junior Red Cross, elementary ge- 
ology and conchology, science, the three R’s 
and painting. Charles Siverson, program 
director of WHAM-TV, credits the program 
format to the Rochester Savings Bank. “We 


are delighted as a station that our facilities 
are used so constructively by this adver- 
tiser,” he adds. Teachers are equally 
pleased. In their News Letter they congratu- 
late the bank on “the high quality of the tv 
program they sponsor. It should have a far- 
reaching effect upon public understanding 
of what our public schools are doing.” A 
mother’s letter rounds out this approval 
with, “I have always felt that Rochester had 
a fine public school system, but, frankly, 
until seeing the schools really on parade, I 
didn’t have too many concrete things to 
go by.” 


Syndicated Shows 


@ San Antonio Savings & Loan Associa- 
tion has used practically all forms of adver- 
tising. It entered television in 1951 and now 
spends about 40 per cent of its $100,000 
advertising budget on tv. It now uses Holly- 
wood Half Hour, syndicated by George Bag- 
nall and Associates, and The Guy Lombardo 
Show, an MCA package, on woal-Tv San 
Antonio. William I. Wyatt, of Wyatt Adv., 
handles the account. 

In addition to the two half-hour shows, 
which are shown on Mondays and Tuesdays, 
the institution used one-minute spots on 
Friday and Saturday. The bank reports that 
the opening of new accounts and additions to 
present accounts has increased since the 
use of tv began. Executives of WOAI-TV 
report the response to both programs has 
been more than satisfying. “The staff of 
San Antonio Savings & Loan Association is 
both questioned and complimented by mem- 
bers of the association who see the shows 
regularly.” Present plans are to continue 
the schedule. 

@ Security Savings & Loan Association, 
of Durham, N. C., was organized in 1927 
by Mr. Claude Curry, who is still president 
of the institution. The firm has used news- 
paper, radio, direct mail, bill boards and 
car cards as well as television, which takes 
about one-third of its $20,000 budget. Mr. 
Jim Holt, advertising director, is well pleased 
with the ID’s being used on wrtvp. “The use 
of television is to increase savings, and since 
last September we have had an increase in 
our savings of over a million dollars,” he 
said recently. “Television will definitely be 
in our advertising budget.” 


Believes in Merchandising 


© Western Savings & Loan Association, of 
Phoenix, believes that “a financial institution 
today must merchandise itself as any other 
business if it’s to succeed in the modern 
competitive market.” Douglas H. Driggs, 
president, adds “advertising is an absolute 
must.” 

To help in this merchandising Western 
Savings uses three spots a week on KPHO-TV. 
“We began advertising on KPHO-TV more 
than two years ago,” says Mr. Driggs, “and 
we credit it with having helped us reach 
$20 million in assets.” The advertising mes- 
sages of the bank are institutional in char- 
acter, selling its savings and loan services. 
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Wash. Memo (Cont'd from 85) 


The Commissioners will find other 
matters awaiting their consideration. 
There is the NBC-Westinghouse swap 
of Cleveland for Philadelphia stations 
to which opposition has been filed, the 
NBC application to purchase a uhf 
station in New Britain, Conn., the 
CBS request for approval of its acqui- 
sition of a uhf in Hartford, Conn., 
and other transfer applications. 

Which raises an interesting situ- 
ation. If vhf assignments are provided 
for every uhf station in an intermixed 
area, do the networks continue to 
operate uhf stations? CBS now owns 
an ultra high in Milwaukee. NBC is 
also trying to acquire a u in Buffalo, 
hearings on which have been indi- 
cated. Under existing rules, licensees 
are limited to five vhf interest. So 
neither NBC nor CBS could get v’s for 
u’s over and above five v’s. NBC al- 
. CBS has three and is 
competing for channel 11 in St. Louis. 
If something like the Mullaney plan 
is adopted, CBS could likely get a v 
for its u in Milwaukee. The big ques- 


ready has five v’s 


tion is whether it would pay manufac- 
turers to make all-channel sets for the 
few uhf stations remaining. 


SUBSCRIPTION TV. Then there is 
the subscription tv issue and the pro- 
posal of an Allentown, Pa., uhf station, 
(WFMZ-TV) now off the air, to test 
out the service for three years. While 
the Commission is concerned with 
more pressing problems, its resolution 
of the intermixture question could 
provide the approach to pay tv. If 
“free” tv is to be virtually restricted 
to vhf, why not use the uhf channels 
for subscription service? Skiatron, for 
one, has based its proposal on uhf 
operation. The Mullaney plan would 
seem to fit into such a concept. 
Obviously, some uhf permit holders 
in all-vhf cities must be gambling on 
this possibility. Two uhf permits have 
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Chart (Continued from page 74) 
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been taken out here in the Capital 
which has four vhf stations. A uhf per- 
mit is still being held by the City of 
New York’s municipal radio station 
wnyc. Permits are still in force in 
Chicago and Los Angeles. And only 
none other than Herbert 
Mayer who “sold” an operating uhf 
station in Kansas City, Mo., for $1 to 
Du Mont which later turned in the 
permit, applied for a uhf channel in 
Philadelphia. What other reason could 
Mayer have had for applying for uhf 
unless, perhaps, to get “a foot in the 
door” for a v should the Mullaney plan 
be adopted? 


TV ON THE FARM. The Bureau 
of the Census is releasing some sur- 


recently, 


prising figures from the quinquennial 
farm survey of 1955 which should 
prove of tremendous value to the tele- 
vision broadcasting and manufacturing 
industries, as well as to advertising 
agencies. When this census was taken 
during the last three months of 1954, 
the enumerators had a new question 
to ask each farmer: Do you have tv? 
So far, complete returns from 11 
states have been released—Colorado, 
Idaho, Minnesota, Montana, Nevada, 
New Hampshire, North Dakota, South 
Dakota, Utah, Vermont and Wyoming. 
Except for Minnesota and Utah, none 
of these states had local stations until 
1952 or later. New Hampshire and 
Vermont were able to get some service 
from outside stations. The other seven 
states were practically isolated from 
tv and had practically no sets. 
Colorado was one of them. It got its 
first station in July of 1952 when Gene 
O'Fallon put KFEL-TV in Denver on 
the air in record time after the lifting 


of the freeze. The second Denver sta- 
tion started the following October. Two 
more Denver stations got into opera- 
tion in 1953. About the same time, 
stations started in Colorado Springs 
and Pueblo. And a few months before 
the enumerators called a station be- 
gan operation in Grand Junction. 
When the census was taken, tv 
service in Colorado was limited to 
practically three urban centers. Yet, 
despite the large unserved areas be- 
tween Denver and Grand Junction, 
more than 25 per cent of the state’s 40,- 
749 farms already had sets. A look at 
the map of Colorado will show that 
hardly more than this proportion of 
farms could have been within tv range. 


GREATER SPEED IN IDAHO. The 
speed of saturation was even greater 
in Idaho where service was available 
only from Boise and Idaho Falls when 
the census was made and at least half 
the state was beyond reception. The 
first Idaho station started in July of 
1953, the second the following Novem- 
ber. But by the fall of 1954 approxi- 
mately 30 per cent of the state’s 38,735 
farms had sets. 

In Montana, Wyoming and Nevada, 
where only small parts of the states are 
served, saturation is considerably less, 
but in the Dakotas where stations were 
operating from three points in each 
state when the census was taken, one 
sixth of the farms were tv equipped. 

Although much of New Hampshire 
is still beyond the range of tv service, 
more than half the state’s farms had 
sets at census time. In Vermont, where 
the situation is similar, about 40 per 
cent of the farms had tv. 

Utah has had tv since 1948, but 
service was largely confined to the 
Salt Lake City area when the census 
was taken. Yet, 43 per cent of the 
farms had tv in 1954. This saturation 
has doubtless increased since the Grand 
Junction, Colo., station provided ser- 
vice to the east central area. 

Minnesota also has had tv 
1948, but large areas in the state were 
unserved until 1954. However, one- 
third of the farms had sets last fall. 

The nation’s farm population has 
decreased by 10 million since 1915. 
A steady decline since 1947 was re- 
versed last year. 

Maybe tv had something to do with 
keeping families “down on the farm.” 
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THESE THREE GREAT SPOT 
CARRIERS MAY BE PUR- 
CHASED INDIVIDUALLY OR 

IN COMBINATION. THEY ARE 
PRICED RIGHT! Ask FREE & PETERS 


*First in 7 of the 8 measured periods where both stations are telecasting! . . . 




















Reynolds. 12:00-12:30 PM Mon- 
Fri. South Texas’ most popular 
emcee-salesman in San Antonio's 
oldest and most successful women’s 
audience participation show. 


*MY LITTLE MARGIE — Gale Storm 
1:00-1:30 PM Mon-Fri. One of network 
television's top hit shows now making 
a daily appearance on Channel 5. 
A powerful Daytime Sales Vehicle! 


*MYSTERY THEATER — presenting 
“The Falcon” 10:45-11:15 PM Mon- 
Fri. “The Falcon”, First Run for 
this market, kicks off in San 
Antonio the “Mystery Strip” 
idea that has proved so 
successful in other TV 
markets coast to coast! 


KENS-TV 


EXPRESS-NEWS STATION 






SAN ANTONIO, TEXAS 
FULL POWER 


Telepulse, July, 1955 
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What does it take to 
make people buy? 


HE new field of mo- 

tivation research is 
carefully examined in 
this book. Written by 
a psychologist well ac- 
quainted with the 
needs and problems of 
advertising and mar- 
keting men, the book 
is vital reading for 
everyone who wants to 
know more about this 
latest psychological 
tool for more effective 
selling. 


MOTIVATION 
RESEARCH 

in Advertising 

— and Marketing — 


By GEORGE HORSLEY SMITH 
Associate Professor of Psychology 
The Newark College of Arts and Sctences 
Rutgers University 


242 pages, 6 x 9, illustrated, $5.00 























After establishing a psychological frame 
of reference, the author outlines some meth- 
ods of interviewing. He points out the place 
of free association, nondirection, and pro- 
jection in qualitative interviewing. In addi- 
tion, he discusses the “open-end question- 
naire,” the “psychoanalytic interview,” and 
the “focused interview.” 


Describes Indirect Questioning 


A brief review of some of the assumptions 
underlying this technique enables you to see 
with new insight the valuable information 
that can be obtained by means of indirect 
and projective tests. Both free and controlled 
word associations are explained, together 
with suggestions on how to analyze the re- 
sults of word-association studies. The vari- 
ous other tests in this category are also ex- 
plained; the cartoon tests, the Thematic Ap- 
perception Test, the Rorschach, and other 
tests of personality. 


Looks at Practical Problems 


Several studies are cited to show the way 
in which traditional methods of questioning, 
familiar to market researchers, may be com- 
bined with the “deeper” techniques of moti- 
vation research. Especially useful for the 
person just beginning to evaluate motiva- 
tion research in his own company, is the 
chapter that answers many questions on 
getting the job done ... “when is motiva- 
tion research needed . . . who should do the 
job .. . and how is the study carried 
re 


Two Handy, Informative 
Appendixes 


Appendix 1 contains a complete qualita- 
tive interview with suggestions for study- 
ing it. Appendix 2 gives a number of sum- 
maries of motivation studies on topics as 
diverse as prunes and telephone advertising. 


ORDER TODAY 
BOX 400 
TELEVISION AGE 
444 MADISON AVE. 
NEW YORK CITY 





94, September 1955, Television Age 


Sets-In-Use (Contd from 49) 


the maximum expectation resulting 
from standard error or methodology 
that we might expect to find. 

Incredible as it may seem, these 
differences almost vanish during the 
nighttime hours of approximately 8 
to 10 p.m. weekdays. You will note 
from the chart the differences are at 
a minimum. While NSI is higher 
than the other two services, a general 
agreement, as we would expect to find 
in different techniques, exists. 

Reference to the five other charts 
for Chicago, Los Angeles, Philadel- 
phia, Detroit and San Francisco shows 
an almost identical pattern. A fairly 
close comparison exists between NSI 
and Telepulse during the daytime 
weekday hours with ARB consistently 
the low man on the totum pole until 
the nighttime hours. 


Difference of 260,000 Homes 


Examining the chart for Chicago 
reveals that at 6:15 p.m. NSI credits 
575,000 more homes with watching 
television than does ARB, a difference 
slightly greater than the entire popula- 
tion of St. Louis. At 7 p.m. the three 
services are very close but by 7:45 
there is again a difference of 260,000 
homes between ARB and NSI. 

At 12 noon in Detroit ARB and 
NSI differ on homes using television 
by 110,000. By 5:45 p.m. the varia- 
tion between the highest figure, this 
time Pulse, and the lowest, again ARB, 
has reached 195,000 homes, which is 
just about the number of persons who 
live in Indianapolis, San Bernardino 
or Louisville. 

Moving out to the west coast for 
a glance at the three services in San 
Francisco shows the biggest difference 
at 6 p.m. when the highest service, 
NSI and the lowest, ARB are 220,000 
families apart. Most of the afternoon 
hours show differences ranging around 
100,000 families. 

Back in Philadelphia the pattern is 
much the same. At 7:15 p.m. NSI is 
190,000 homes higher than ARB and 
slightly more than that higher than 
Pulse. 

In Los Angeles the biggest differ- 
ence, this time at 6:30 p.m., is 350,000 
homes. 

Rather interestingly, a few hourly 


trends may be noted in the various 
services. Between 6 and 7 p.m. the 
NSI seems consistently to give the 
greatest number of homes watching 
television. Between 4 and 5 p.m. Pulse 
shows the greatest number in every 
city charted except Philadelphia. 

It is our belief that the differences 
shown are not the result of chance, 
but must be the result of some inherent 
bias or deficiency in the measuring 
services. 

It is not our purpose in this article 
to master-mind these various tech- 
niques or to make a critical analysis 
of the methodology employed by 
various services. However, we would 
like to point out that two of the 
services which differ probably the 
greatest are based upon the “family 
diary” technique—one, the unadjusted 
diary used by the ARB and the other, 
the “Audilog” which is 
basically a “family diary.” The Niel- 
sen, however, is used with a mechani- 


Nielsen 


cal or electrical clock which acts as a 
reminder by the use of signals to the 
respondent of his responsibility in 
filling out the diary and the results of 
this procedure adjusted by a relatively 
small number of audimeters. 

As a prominent seller of tv time, 
Blair-Tv believes that we should ask 
for an explanation of these serious 
discrepancies between the services, 
the explanation to be afforded by those 
producing the measurement. 


ARB Generally Accepted 


The American Research Bureau Serv- 
ice has general acceptance throughout 
the industry and because this service 
differs greatly from the other two 
services we believe that serious atten- 
tion should be given their position. 
Attention should be given particularly 
during the daytime wherein exists the 
greatest potential expansion in the use 
of the television medium. 

It is the obligation of the television 
medium to provide its customers with 
reliable information upon which they 
may make sound decisions. We and 
the stations which we represent feel 
every right to ask for an explanation 
of these tremendous differences as 
shown, for it is impossible to under- 
stand how sound decisions may be 
based on such tremendous variation 
in measurements. 

















Some people are born leaders 














--like WCAU, Philadeiphia 


WCAU-TV talks to more women more often in the daytime than the two other 
Philadelphia TV stations combined. The WCAU-TV aggregate 8 a.m. to 6 p.m 
women’s audience, totaling nearly 4,000,000 women viewer impressions, is 79% 


greater than Station B and 201% greater than Station C. Source upon request 


WCAU-TV is the only Philadelphia TV Station operating at both maximum power and maximum height. 


The Philadelphia Bulletin Radio and TV Stations + CBS Affiliates * Represented by CBS Radio and Television Spot Sales 
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Colgate (Con’t jrom page 45) 


company selects its programs in terms 
of audience composition and, Mr. Little 
affirms, allots product advertising on 
the same basis. “It’s just common 
sense,” he says. 

Nevertheless, it takes a lot of com- 
mon sense to run Colgate as profitably 
as Mr. Little has since 1938. The 
primary reason, of course, is that com- 
petition is one of the fingerprints that 
even the industry’s own soap won't 
wash off. 

That intense competition has a num- 
ber of origins. In the first place, mak- 
ing soap has been described as “a 
simple trick,” so simple, in effect, that 
the soaps of different manufacturers 
do not have extreme variation. (In 
barest terms, soap making consists 
merely of boiling oil in a vat with 
caustic soda.) As a result of product 
similarity, brand personality must be 
emphasized through heavy and com- 
petitive advertising. 

Establishing brand names leads to 
intra- as well as inter-company com- 
petition. Colgate, for example, opposes 
its lather shave with Colgate brush- 
less; Palmolive lather with Palmolive 
brushless, and the two brands against 
each other. And now there are pres- 
surized, aerosol versions of both prod- 
ucts. 


Expenses Gigantic 


Further, the heavy advertising re- 
quired to establish a brand commits 
the manufacturer to extraordinary ex- 
penses that only a gigantic sales volume 
can cover. Most soap-toiletry products 
are small, selling for a low retail price; 
but their bulk weights are, proportion- 
ately speaking, enormous. That means 
manufacturers also face unusually high 
distribution costs. To wedge those 
costs, plus heavy ad expenses, from 
the industry’s narrow profit margin 
(usually cited at about 10 per cent, 
but frequently less), manufacturers 
again must resort to building volume. 

A superb way to build it, obviously, 
is to add something new to a product 
or, if possible, to invent a wholly new 
item. And the soap industry has proved 
it’s remarkably versatile in those arts. 
The dentifrice cycle — paste to pow- 
der to chlorophyll to anti-enzyme to 
fluoride — is a notable, recent example 
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Bryan Houston 

Colgate shave creams 

Colgate tooth powders 

Veto deodorant 

Cashmere Bouquet cosmetics 
Colgate Chlorophyll tooth paste 
Ajax cleanser 


Cashmere Bouquet soap 


Ted Bates 

Palmolive soap 

Octagon soap products 
Palmolive after shave lotion 
Palmolive shave creams 
Palmolive shampoo 


Colgate dental cream 





Colgate-Palmolive Agencies 


William Esty 


Vel 
Rapid Shave 
Fab 


Lennen & Newell 
AD 


Instant barber shave 


Lustre-Creme line 


Street & Finney 
Florient household deodorant 


Kan-Kil aerosol insecticide 
Cunningham & Walsh 
Super Suds detergent 


Carl S. Brown 
Halo shampoo 








of their skill. (Colgate, incidentally, 
holds an estimated 40 per cent of the 
dentrifrice market.) And Mr. Little 
told stockholders last year that com- 
parable ingenuity will no doubt con- 
tinue: “It is expected that new products 
will be an important factor in the 
future growth of the company.” 

Two of Colgate’s newest are Florient 
Air Deodorant, which reached national 
distribution the middle of last year, 
and a new aerosol insecticide, Kan-Kil, 
now at the regional stage. 

But even a wholly new product is 
slight insurance for its manufacturer 
because competition is quick to imi- 
tate. Perhaps the most interesting para- 
dox along that line is that, while 
Procter & Gamble have long buoyed 
sales graphs with Ivory’s tremendous 
popularity, Colgate’s noted, big-time 
seller, Palmolive, was initially held off 
the market because it floated. 

But one of the industry’s recent in- 
ventions, detergents, was a corporation- 
buster that has caused, as Mr. Little 
phrases it, “an industrial revolution in 
the soap field.” And he does not over- 
state their impact, for detergents have 
been the biggest thing to hit the busi- 
ness in years. 

Colgate-Palmolive has been in on the 
vast new market from the start. The 
soft, but precise speaking Mr. Little 
now estimates that 85 per cent of the 
soap business has moved to detergents. 


And that figure, he points out, is prob- 
ably even greater for packaged, or 
hard-duty, soaps. Consumption has 
changed so drastically that Colgate 
doesn’t even brother to make Super 
Suds soap any more, its longtime, big- 
time package seller. 


Detergent Business Good 


Nevertheless, Mr. Little, once quoted 
as saying, “I like competition,” has 
seen to it that Colgate’s detergent busi- 
ness is just as frothy as it was in soaps. 
Heavy-duty Fab and light-duty Vel, as 
most housewives know, are right at the 
top of the list. A new detergent, AD, 
was field-tested last year, has gone to 
regional distribution this year and will 
undoubtedly hit the national level 
shortly. 

The difference between a soap and 
detergent, roughly speaking, is that 
between vegetable and mineral. Where- 
as soaps are made chiefly of plant 
oils (or animal fat), detergents are 
compounded chemically. And, impor- 
tantly, they require an almost totally 
new manufacturing plant (see cover). 

Detergents were developed in Ger- 
many and first introduced in the United 
States by Procter & Gamble when they 
marketed Dreft in 1933. But sales were 
small in volume and the “synthetic 
soaps” restricted, for the greater part, 

(Continued on page 100) 
























































® 


a 
i 4 


‘dope * 


4 mat 
WHICH CAME FIRST... 
the Advertiser or the Audience? 


Frankly, we're not sure. 





) 


But we do know that WOAI-TV has “most of both” in 
San Antonio. 


Local and national advertisers buy 33 half-hour or longer 
non-network weekly programs in the San Antonio market ; 
of these 33, WOAI-TV leads 23 to 10 nearly 3 out of 4! 


Or, lets look at quarter-hour or longer spot sales. Ad- 
vertisers buy a total of 52 in San Antonio, and place 31 
of the 52 on WOAI-TV. Any way you look at it—this is 
advertiser preference. 


South Texans prefer WOAI-TV for consistent top program- 
ming. They prefer the clearer, sharper picture WOAL-TV 
consistently transmits. Of the highest rated 20 programs 
(June ARB), 13 are on WOAL-TV. Any way you look at it, 
this is audience preference. 





Advertisers prefer the big audiences—and the big audiences 
prefer WOAL-TV. We're not sure which came first, but we 
do know, that for the most effective TV advertising in 
San Antonio, be sure your campaign is on the station with 
“most of both” . WOAL-TV 


Reperrented Meneneliy by 
EDWARD PETRY & COMPANY, Inc. 
ew te ©, hewin 


Yosh © Chicnge © tes Ange 
© Sen Fomine * 


Source: Published program schedules, July, 1955, 


AND WHAT A STORY 
THE JUNE A.R.B. REVEALS 


Ratings of the 52 non-network commercial programs* 
week show WOAI-TV has 10 of the top 10 (25.9 av 
top 25 (21.3 average) ! 


in San Antonio each 


erage), and 20 of the 


WOAI-TV i 
delivers an average rating* 76% greater than the s 
San Antonio station. eae 


and local), none come ev 
f ‘ en close to the W x 
night average of 29.1! OAI-TV 10 PM NEWS seven 


Include network 
programs,.and WOAI-TV is still th 
: ss e€ overwhelmi 
with 7 of the top 10, and 13 of the top 20. o,meaad 


Any way yo i i 

y you look at it — ratings, advertiser preference, audience prefe 
ence, or results — WOAI-TV is the mo a 
fabulous San Antonio market. 


st effective television buy in this 





Represented Nationally by 


EDWARD PETRY & COMPANY, INC. 
New York © Chicago © Los Angeles © St. Louis 
Atlonta © Son Francisco © Detroit ; 


*Programs 15 minute 
bs Ss or longer—d : 
national spot and local. ay and night— 
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Six Month Summaries. The half 
year reports of five major companies 
plus the organization of two new com- 
panies which will have some impact 
within the industry kept the dog days 
of late July and the wet August 
interesting for the tv investors in Wall 
Street. 

Philco, Motorola, CBS, Admiral and 
Zenith submitted their sales and earn- 
ings at the mid-year mark to share- 
holders—all showing substantial gains. 
Du Mont Laboratories split itself into 
two new corporations while RCA cul- 
minated its long series of talks and 
negotiations with the Whirlpool and 
Seeger corporations that culminates in 
a new corporation in which RCA acts 
as an interested side-partner. 

Philco in the first half of 1955 had 
sales of $178 million and earnings of 
$3.3 million, equal to 90 cents per 
share, compared with sales of $174.6 















































million and earnings of $1.5 million, 
or 41 cents per share, in the first 
half of 1954. This statement of earn- 
ings does not fully reflect the improve- 
ment in Philco profits during the first 
half since the company made a change 
in accounting practice which resulted 
in a transfer of $1,090,549 directly 
to surplus. If it had been included in 
the earnings statement, as in previous 
years, it would have added 29 cents 
to the Philco half year per-share profit 
of $1.19. But whatever the change in 
accounting methods it now appears 
that Philco’s earnings for the year 
will top $2 per share. 


Motorola Shows Gains. Motorola 
in its first half report boosted its 
volume to $93.2 million from $92.4 
million last year. Earnings in the same 
period jumped to $2.9, or $1.52 per 
share, compared with $2.8 million, or 
$1.48 per share, in the first half of 
1954. The company’s second quarter 
sales and earnings, however, showed 
a decline which Paul V. Galvin, presi- 
dent, attributed to the fact that in 
1954 new lines of tv sets accounted 
for a larger proportion of volume than 
in 1955. He predicted this would be 
corrected in the final half of 1955. 
Motorola’s defense business also fell 


Wall Street Report 





off sharply in the first half. Neverthe- 
less, Mr. Galvin predicts the com- 
pany’s volume for the year will top 
$225 million, compared with $217 
million last year, and that should mean 
earnings slightly greater than the 1954 
profit of $3.91 per share. 

CBS first half earnings set a record 
of $6.3 million, or 87 cents per share 
on the new stock, split three for one 
in April of this year. There are now 
7,339,123 common shares outstand- 
ing. Columbia’s earnings, on a com- 
parable basis in 1954, were 74 cents 
per share. Sales volume for CBS 
also soared to a record, climbing to 
$202 million from the $176 million 
of 1954. 

Admiral sales and earnings for the 
first half did not hold up to the trend 
in the industry. Its sales fell to $94 
million, from the $105 million in the 
first half of last year, while its earn- 
ings dipped to 82 cents per share from 
the $1.05 per-share earnings of the 
1954 first half. The drop was blamed 
on a factor also mentioned by Motor- 
ola, the drop in Government defense 
orders. It declined more than two- 
thirds from the 1954 level and offset 
the increased civilian volume the com- 
pany enjoyed. 


Zenith Record Good. 
and earnings also bounded upward. 
Sales reached $71.4 
pared with $56 million a year ago, 


Zenith sales 


million, com- 
while earnings almost tripled, soaring 
to $6.35 per share, compared with 
$2.62 per share in the initial six 
months of 1954. Zenith’s terrific in- 
crease in sales. 7] per cent, against an 
industry average of about 20 per cent, 
represented heavy promotion of table 
model receivers. However, E. F. Mc- 
Donald, Jr., president, contends the 
dollar sales figure is deceptive since 
the table models represent a lower 
sales figure and that the gain in unit 
sales was much greater. 

Rounding out the picture was a full 
year report by Raytheon for the per- 
iod ending May 31, 1955. Its sales 
in that fiscal period totaled $182 mil- 
lion and earnings were $1.72 per 
share. In 1954 the sales totaled $177 


million and earnings were $1.53 per 


share. However, the number of shares 
outstanding currently is almost 500,000 
greater than a year ago so the com- 
pany’s profit was actually greater by 
almost $1 million on a sales gain of 
approximately $5 million. 


Du Mont Makes New Plans. The 
earnings: picture, which grows con- 
stantly brighter in 1955 for tv stocks, 
took second place during August with 
the disclosure that Du Mont Labora- 
tories had finally settled upon its fu- 
ture operations. As was predicted gen- 
erally the Paramount interests won 
out in the end and in the new setup 
Paramount winds up in an enviable 
position. 

The company’s capital structure is 
being simplified and only one class 
of stock will be outstanding. In that 
situation Paramount will be the largest 
stockholder and, together with a 
friendly investment house Carl M. 
Loeb, Rhoades & Co., will have con- 
trol over one million shares of the 
2,500,000 shares that will be outstand- 
ing. 

Meanwhile, the plans call for Du 
Mont’s two tv stations to be placed 
in a new and separate corporation, 
Du Mont 
company will own waBp New York 
and wttc of Washington, D. C. along 
with some other properties. The stock 


Broadcasting Corp. This 


of the new corporation will be dis- 
tributed to present Du Mont Labora- 
(Continued on page 103) 
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Colgate (Cont'd from page 96) 


to special use. 

The advent of the second world war 
and the resulting shortage in natural 
and animal fats, however, renewed 
manufacturers’ interest. All they needed 
to bull’s eye the consuming public was 
a trigger cause, and that was provided, 
in full, by the home-washer boom. 

Procter & Gamble rushed out with 
Tide in 1945, grabbed off what was 
then estimated to be a near 69 per cent 
of detergent sales. Whereas the initial 
market was small, it had risen to a 700- 
million-pound demand annually by the 
late Forties. (Detergents proved a natu- 
ral in hard-water areas and easily cop- 
ped 50 per cent of cleanser sales there.) 
Even conservatives within the soap 
industry were predicting volume would 
hit the 1-billion-pound level by 1952, 
a record that was, in fact, realized in 


1950. 


Moving Oct. 1 


Besides coming through the deter- 
gent revolution calmly, Colgate-Palm- 
olive is also in the process of display- 
ing a less important, but a considerably 
more public sign of corporate good 
health. About Oct. 1, it is moving its 
administrative offices. After 89 years 
in the home factory on New Jersey’s 
waterfront, headquarters (and some 
1,500 administrative employes) will 
be located in the new Colgate-Palmolive 
building new being constructed across 
the street from New York’s Waldorf- 
Astoria. Fittingly, the move comes 
just before the company’s 150th an- 
niversary. 

Long a dynasty of the Colgates, but 
no longer a family-owned business, the 
company was founded in 1806 by 
William Colgate. At the age of 23, he 
opened his own soap and candle shop 
in what is now the Wall Street area. 
And it was he who posted a handbill 
advertising “a constant supply of soap 

. of the first quality.” 

His father, an American sympathizer 
during the Revolution, had fled Eng- 
land (on the advice of then-prime 
minister William Pitt) to settle on a 
Maryland farm. Young Colgate was 
apprenticed to a soap and candle maker 
in Baltimore and, as a craftsman, fol- 
lowed his family who had later moved 
to New York. But he had to struggle. 
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Net income 

Domestic from domestic 

sales total operations 

Year (millions) (millions) 
1945 $135.3 $6.5 
1946 146.3 15.6 
1947 259.3 20.3 
1948 220.3 5.5 
1949 203.9 9.2 
1950 211.8 13.9 
1951 223.8 4.5 
1952 245.6 8.0 
1953 257.3 8.4 
1954 261.8 8.0 











lt took him 39 years to pay off his 
father’s debts and to buy a small farm 
for the family. 

William Colgate had three sons (of 
11 children), all of whom prospered 
enough so that, many years later, they 
could found Colgate University in 
memory of their father. But only one 
of the sons, Samuel, remained in the 
soap business. When Samuel died in 
1897, he left six sons, five of whom 
stayed in the family business, incor- 
porating it as Colgate & Co. in 1908. 
The company had its good and bad 
years,, but by 1927 could list total 
assets of some $30 million, only slightly 
more than what it now spends annually 
on advertising. 

But the Colgates weren’t the only 
ones to be building their own soap 
business. In Milwaukee, Burdette John- 
son had started a plant in 1864, spe- 
cializing in Old Black Joe, a tar soap. 
Later, his successor, Caleb Johnson, 
invented a toilet soap, named it for its 
primary ingredients, palm and olive 
oils, but was disappointed because it 
floated. Finally, at the St. Louis Fair 
in 1904, he found a new kind of soap 
mill with which he could process the 
light Palmolive into a heavy bar, in 
keeping with the popular French-style 
soaps. Introduced with a concentrated 
sales campaign in 1910, Palmolive 
became a fast-seller and reached na- 
tional distribution in one year’s time. 
So the Johnson Co. changed its name 
to the Palmolive Co. 

In Kansas City in 1872, three broth- 
ers pooled their assets — only $800 — 
and started a laundry-soap business, 


naming it for themselves, the Peet 
Bros. They, too, flourished and by 
1926 had a solid reputation, as well as 
a second plant in Berkeley, Calif. 

That year, the Peet Brothers merged 
with the Palmolive Co. at the sugges- 
tion of the latter’s president, Charles 
Pearce. A dynamic businessman who 
had moved Palmolive from Milwaukee 
to booming Chicago, Pearce decided to 
try further merger the following year. 
In 1927, he suggested that the Colgates 
(and their vaster resources) join the 
Palmolive-Peet Co. for a nation-wide 
(and, with the Berkeley plant, a coast- 
to-coast) combination of toiletries and 
soap. The deal was closed in 1928, 
and the resulting company named Col- 
gate-Palmolive-Peet. (Since the later 
family has had no association with the 
corporation for some time, its name 
was dropped 18 months ago.) Plans 
for still further merger with Kraft 
Cheese and Hershey Chocolate, to effect 
a giant food-cosmetic-soap company, 
were cancelled by the 1929 crash. 


Opening European Markets 


By that time, the present chief ex- 
ecutive, Mr. Little, had risen to the 
office of general foreign manager and, 
as such, was opening new market after 
new market throughout Europe. He 
had joined the Colgates as a salesman, 
as noted above, in his native North 
Carolina and South Carolina, was so 
successful his first year that he was 
named district manager in Memphis. 
But then, Mr. Little was forced, on 
the advice of doctors, to move to 
Denver. 

Back in the saddle — and in excel- 
lent health — by 1915, he joined what 
was still the B. J. Johnson Soap Co. 
and helped introduce Palmolive in the 
west. By 1919, he became district 
manager in Los Angeles; by 1923, in 
New York. Then he rose quickly to 
division manager, assistant general 
sales manager and, in 1926, manager 
of foreign business. 

He became vice president in charge 
of sales and advertising for Colgate- 
Palmolive-Peet in 1933, continuing in 
the meantime to supervise foreign op- 
erations, too. In 1938, he became 
president and director and, for the 
past few years, has served under the 
titles, chairman of the board and chief 
executive officer. 
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Mr. Little today has some 50 years 
service to his — and the company’s — 
credit and has gone on record as say- 
ing, “My work seems more like a game 
to me than anything else. I suppose 
that’s the reason there’s so little wear 
and tear on me, personally . . . I like 
selling. I like competition. I like to 
work with men.” 

One of the associates with whom he 
works most closely is president Wil- 
liam L. Sims II, who’s been with the 
company for nearly 30 years, himself. 
A native of Alabama, Mr. Sims, who'll 
be 59 next month, started as a farmer, 
then switched to manufacturing where, 
from 1919 to 1927, he was in sales 
and advertising. He joined Colgate in 
1927 and was assigned to open the 
Italian market. (There, as in most 
countries, Palmolive is pronounced 
just as it is in English.) Bill Sims 
proved so adept that he was made con- 
tinental European manager in Paris in 
1930, serving there for the next ten 
years until he was named assistant to 
the president. He was elected a vice 
president in 1943, executive vice presi- 
dent in 1952, president of Colgate 
International, as well, in 1953, and 
now president of the parent company, 
Colgate-Palmolive, as of July. 

Both men are keenly aware of the 
importance of foreign operations, a 
province in which Colgate leads other 
soap-makers and an area that has seen 
even further expansion within the 
post-war years. Last year, new sales 
records were established in practically 
every country where Colgate operates, 
according to Mr. Little, with the boom 
most notable in Central and South 
America. In fact, total world sales for 
1954 broke all previous records and 
hit the astronomical high of nearly 
$425 million. That’s a remarkable rec- 
ord, considering that Palmolive, for 
example, sells for as little as eight cents 
a bar. 

Mr. Little and his executive staff 
appreciate the role television has played 
in this triumph. Just as they have 
approved shooting “many” commer- 
cials in color to be ready when the 
domestic market dictates, so are they 
watching b&w television on the inter- 
national scene. The company has al- 
ready signed for sponsorship on the 
British system and, Mr. Little affirms, 
“will, in the future, use commercial 
tv wherever it appears.” 
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These two explorers 
are slightly mixed-up! 
So let’s set them right! 










CANADA 









Of all TV stations 
in the fabulous 
Puget Sound area, 
only KTNT-TV 
covers all 5° cities 
in its “A” contour. 
*Seattle, Tacoma, 
Everett, Bremer- 
ton, Olympia 


We, out here in the vibrant northwest corner of the nation, have 
great respect for Washington, D. C., Providence, and Cambridge. 
That’s why we are using these cities to tell our story. Our story is 
this: the combined population of these three cities is about 1,200,000. 
And there are more than that number of people living within the 
“A” Contour of KTNT-TV, the CBS television station for Puget 
Sound. In addition, there are 800,000 more living outside the “A” 
Contour, well within KTNT-TV’s INFLUENCE AREA. And average 
incomes in the Puget Sound area exceed the national average. 


In Washington State, Advertise Where the PEOPLE are . . Buy KTNT-TV 


316,000 WATTS 


Antenna Height 
1000 FT. ABOVE SEA LEVEL 


CBS Television for Puget Sound 





Represented Nationally by Weed Television 
KTNT-TV, TACOMA 5, WASHINGTON 


“The Word Gets Around... Buy Puget Sound” 
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Katz (Continued from page 51) 


ultimate place in the scheme of things. 
He won a prize from St. Nicholas 
magazine —a gold button —for the 
best advertisement. It showed an early 
Locomobile with a ray of light on the 
nameplate. The slogan was, “A good 
name shines in the dark.” 

Another prize came from The 
American Weekly for the slogan: 
“Every sale is a retail sale in the end.” 

Katz tried this job and that, at a 
time when “an ad smith was a man 
who wrote copy and hung around the 
newspaper plant until the printers set 
it.” At first advertising was a sideline 
with him. “I was piling coats and 
pants for a little clothing house as a 
stock clerk. I couldn’t afford to let 
go of one job until 1 was making a 
living at the other,” Mr. Katz recalls. 

“My first ad was for a little tailor. 
Its headline was: ‘Why does a man 
who sells you a ready-made suit have 
his own clothes made-to-measure?’ 

“M. S. Hecht, then president of The 
Hub, a big department store, had a 
brother named Mannie who was hav- 
ing some clothes made-to-measure, and 
thinking that I had got wind of it, 
he bawled Mannie out. Of course I 
knew nothing about it, but it all re- 
sulted in my becoming advertising 
manager of The Hub. 


Started Own Office 


“Then, after a while, I got nerve 
enough to open up for myself, in the 
Hoffman Building, sharing an office 
with a lawyer —total rent, $15 a 
month. We had an understanding that 
if one of us should have two clients 
at the same time the other would get 
out and make the office available. It 
never happened. 

“I developed quite a number of 
retail store accounts—some very small. 
Once in a while somebody had an idea 
of something with national possibili- 
ties. 

“A fellow came in one day and 
said, ‘Mr. Katz, this will kill bugs!’ 
He banged a bottle of his product 
down on my desk and offered me $15 
to put on a sales promotion campaign. 
“What can I do with $15?’ he asked. 
I told him the story of the little Italian 
fruit man who kept his earnings in 
his pocket pinned with a safety pin, 
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Game tops news 


Announcement that the Miami- 
Georgia Tech Football game 
would be carried in color on 
wess-Tv Miami won a front 
page, 96-point headline in the 
Miami Daily News for the sta- 
tion and NBC-TV. The NCAA 
game will be played in Atlanta 
on Sept. 17. Story pointed out 
that while there are now only 
about 275 color sets in the area 
thousands of additional viewers 
would see the game on facilities 
set up by the station. Intense 
interest in the game is expected 
to spark color set sales, with 
dealers taking full advantage of 
the promotion value of the game 
in a sales drive. 














and wound up giving a million dollars 
to the Boston library. I suggested that 
he put his $15 in his pocket and pin 
a safety pin on it. Then I closed up 
again and went back to The Hub. 

“After ten years there, I opened 
up for myself again, in 1920. From 
the very beginning I’ve never for- 
gotten the ad about the little tailor — 
the man with the custom-made suit. 
I’ve always believed that you have to 
get a reading for your advertisement. 
Putting down just the facts about the 
merchandise is only the beginning. I 
think it was Helen Lansdowne, of 
J. Walter Thompson (who later mar- 
ried its president, Stanley Resor) who 
introduced the editorial type ad. I 
believe her model was the magazine 
feature page. Her ads led you on, 
reading almost like a story, even if 
they were only selling a cake of soap. 

“At a 4-A convention at Boca Raton 
this spring I told them this advertis- 
ing business seems to be turning into 
a Univac. “‘Who’s got an ad?’ is the 
most underestimated part of the busi- 
ness. The ad is the only thing the 
public ever sees. So getting an ad 
read is very important. 

“Advertising writing is in a groove 
these days. Agencies are finding that 
some of the best writers come from 
the reportorial and story fields be- 
cause those writers are uninhibited 
and their heads are not full of the 
cliches of the advertising business. The 


trouble with the business is that 
writers are like the old burlesque 
comedian who knew all the bits. The 
bedroom bit, the sucker bit, the short- 
changing bit, etc. The business is 
full of dried-out ideas like ‘three-out- 
of-four of those tested,’ ‘Amazing new 
way, etc. 

“The main thing is the big idea; 
you can’t even kill one with poor 
workmanship. Some of the biggest 
ideas in advertising are unscientific. 
What’s the matter with hunches? They 
are the father of new sensational in- 
ventions and ideas. Mix a little re- 
search with them—pbut don’t take 
research like Holy Writ. 


Henry Ford Just Went Ahead 


“If advertising has any value at 
all, it’s in selling and promoting an 
idea. How can you get an honest 
opinion from people about something 
they've never used? Henry Ford 
didn’t go around asking people whether 
they wanted an automobile. He just 
went ahead and made one. 

“There’s a client named Jones. He's 
a manufacturer of paper towels and 
he’s doing all right, with $35 million 
of business a year. He doesn’t know 
which ad pulled and which didn’t. 
But a smart guy from the agency sits 
down in front of his desk and says: 
‘Mr. Jones, what you need is a motiva- 
tion research study. We'll find out 
why people use paper towels.’ 

“All the client is wondering about 
is, what’s all that money of his doing 
in the bank?” 

The Joseph Katz Company has no 
preference for one media over another. 
It all depends on what kind of people 
you're trying to reach and how much 
money you've got to reach them with, 
says Mr. Katz. 

“The great American style,” Mr. 
Katz continues, “is the big one-time 
ad in a magazine or on tv or radio. 
In tv, spectaculars are only for the 
rich — advertisers who can follow up 
with a regular, consistent, year-round 
advertising program. People forget 
that although you can have 25 million 
impressions on 25 million people at 
one time, you still have to break down 
one person at a time. It takes time 
to break habits. When you're talking 
to a cigaret smoker or a beer drinker, 
you must remember that he has tried 
a lot of them and finally settled down 
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to one brand. It’s quite a job to 
change him. He doesn’t give up his 
brand because of one advertisement 
or one radio program or one tv show. 

“If an advertiser gave me the choice 
of a million dollars to spend on four 
shots at the people using spectaculars 
or a million dollars for a year’s con- 
sistent advertising, I’d take the latter 
any day.” 

Speaking of tv, Mr. Katz wonders 
why some announcers “holler at us 
as if they were speaking in the Holly- 
wood Bowl? They seem to forget that 
they’re talking into a living room with 
no more than half a dozen people 
listening, at most. The announcer 
comes barging in like a sideshow 
barker in the middle of a church 
sermon. 

“Then there’s the announcer who 
always introduces a spot with “This 
is an important announcement!’ — 
making you think New York is being 
bombed.” 


American Oil Account 


Talking about the agency’s accounts 
Mr. Katz said: “We started out with 
the American Oil Company when the 
head of that company had just about 
given up the horse and buggy in 
which he used to call on the trade. 
Today American Oil Company stations 
dot the landscape from Maine to 
Florida. 

“It is significant that this company 
began by marketing Amoco Gas, the 
first special motor fuel ever put on 
the market, at a premium of 5¢ a 
gallon. The oil business at the time 
thought American Oil was crazy to 
attempt it, but it turned out to be 
one of the great successes in the field. 
And we like to feel that this agency 
played a vital part in that success 
story.” 

Another client of many years is 
the Maryland Pharmaceutical Com- 
pany, makers of Rem for coughs. 
“Rem,” said Mr. Katz, “started with 
us from scratch. We gave it its name 
and set out to sell it for 65¢ and $1 
a bottle in a market that never before 
had paid more than 35¢ for a cough 
remedy. With an original advertising 
appropriation of $3,000, we have 
helped to develop the Rem business 
to a point where its present appropria- 
tion is ‘big time.’ 

(Continued on page 104) 








Experience makes a world of difference when it comes to 
quality TV production. On the air since 1948, WBEN-TV 
is — by far — Buffalo's oldest TV outlet, with television 
know-how that has been seven long years in the making. 
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Nearly every man on the WBEN-TV staff has been with 
this pioneer station since it's early beginning. These skilled 
veterans work in two fully equipped studios that permit 
staging with unhurried care. 


~~ 


The fact is, WBEN-TV means Q-U-A-L-I-T-Y. And in a 
field where quality is crucial, here’s good news: There’s no 
need to settle for anything less when quality production 
by WBEN-TV costs no more. . 


ee ee ee el 


- 


K Siuffale dollar Sie 


rss 


OP, a ses 


ae CBS NETWORK 


5 
- 
we WBEN-TV 
rm Sr “gyoh®” git 
a * “ ene ewe o 

aco * 


et 
s et 


pe oe a goe* 


s ~ot- 
“pw BUFFALO, N. Y 
oo i vy. . . 
v 


* ghO' 
wis 
eve 


WBEN-TV Representative 


and Parsons, Inc, New York, Chicago, San Francisee 


' oe 
ees 
bir Ss 


September 1955, Television Age 


103 











Katz (Cont'd from page 103) 


“Rem hasn’t a single salesman — 
the advertising does the work. For 
Rem we introduced a brand new tech- 
nique in streetcar and subway posters 
that has since become a pattern for 
many successful car card and poster 
campaigns. Avoiding the conventional 
four-color ‘pretty-pretty’ formula that 
characterized most of the ads appear- 
ing in the transit lines, we designed 
for Rem a series of dramatic news- 
style cards that were revolutionary at 
the time. We also introduced this 
striking news-style technique on the 
Railway Express trucks, with great 
success. 

“Today, radio and tv play the 
greatest part in the media used for 
the Maryland Pharmaceutical Co.” 

Among the agency’s clients are 
Executone Inter-Communication Sys- 
tems; Delaware, Lackawana & Western 
Railroad; Screen Gems; Charles An- 
tell Hair Products; Cellowax; Gibbs 
Canned Goods; Plantabbs; Madera 
Wines; Sardis Luggage. 


Whiskey Campaign 


One advertising campaign had a 
very interesting beginning — typical 
of the Katz nose for ideas. The cam- 
paign had to do with Maryland’s 
popular straight rye whiskey, Rye- 
brook, made by G. F. Heublein & Bro. 
“Some of the officials of the company 
were in town. We went out for a 
drink, and looking over the bar menu 
under the heading of ‘Rye, what do 
you think we found? Of ten brands 
listed there was only one that was 
real rye—the rest were blends. So 
we asked the government for an official 
definition of rye whiskey, and they 
gave it to us. This gave us the theme 
for the campaign, and so the first ad 
of the Ryebrook series was headed: 
‘So you think you're drinking rye 
whiskey? Before you say ‘Yes’ — 
please read this.’ The campaign was 
remarkably successful.” 

The agency has an outstanding 
record in other special fields. It was 
the Treasury Department’s task force 
agency in charge of transcribed radio 
for the 6th, 7th and Victory Loans of 
World War II. During this time it 
produced 350 15-minute Treasury 
salutes; 30 15-minute musical pro- 
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Sight-sound selling 


Film was used effectively to 
let advertisers tell in their own 
words of success with television 
at a recent meeting of the South- 
ern California Agencies. 

The film, prepared under the 
direction of John Vrba, sales 
manager, by the KTTV Los An- 
geles newsreel department, pre- 
sented interviews with small- 
budget advertisers in the Los An- 
geles area. 

Al Terrence, owner of Al Ter- 
rence Carpet Co., told how his 
business had increased from 
$200,000 a year to more than 
$200,000 a month since he began 
sponsoring Paul Coates’ Confi- 
dential File on KTTV. 

Robert Suttle, sales manager of 
Arrowhead Puritas Water Co., 
said his company, in introducing 
their product into super-markets, 
reached a business volume in two 
months that they had not antici- 
pated before 15 months, through 


the use of direct consumer ad- 





vertising on tv. 

J. Murray Yunker, first vice 
president of Certified Grocers of 
California, read figures showing 
success of tv in promoting case 
sales on products using it and 
urged food advertisers to spend 
more in the medium. 

Gwen Seger, creator of Pink 
Ice, told how two and one-half 
years ago, when she was just 
starting the business, she plunged 
$200 for two participating an- 
nouncements and was immediate- 
ly swamped with orders. She re- 
cently sold the firm for more than 
$l million. 











grams in which were featured new 
songs expressly written for the sale 
of bonds; 45 4-minute interviews with 
outstanding personages; 72 1-minute 
spots with the same; 36 30-second 
Treasury allocation spots and 36 30- 
second spots for appeal to the farmers. 
For this the agency was awarded the 
U. S. Treasury Silver Medal. It is 
estimated that these transcribed shows 
reached more people than any pro- 
gram in the history of radio. 


Over the years, the Joseph Katz Co. 
has won more than 65 poster awards 
in many fields. Mr. Katz himself has 
had many honors. He was named 
among the “100 Top Copy Writers” 
in 1954. He submitted his Fourth 
Loan ad, “Don’t Beg ’em, Uncle Sam,” 
as his favorite. He has held office in 
the AAAA and the Advertising Coun- 
cil. He is a director and member of 
the executive committee of the latter. 

In 1952 the Democratic National 
Committee used the agency and Mr. 
Katz has a photograph of Adlai 
Stevenson in his study as a result. 
It is autographed: “Thanks for every- 
thing and sorry to have caused you 
so much trouble.” 

In Baltimore, always the city of his 
choice, Joe Katz is as well-known as 
the crab cake, the Washington monu- 
ment and Ford’s Theatre. Some years 
ago he sparked a drive to rejuvenate 
that tottering legitimate playhouse. He 
is always ready to donate services for 
various worth-while drives and chari- 
ties, has made many valuable gifts to 
the museums and libraries and has 
been chairman of the State Art Com- 
mittee for two years. 

The last-named activities fit in with 
his hobbies. He collects rare books 
and manuscripts, particularly those 
connected with Lincoln, H. L. Mencken 
(an old friend) and Edgar Alian Poe. 
But he also has a penchant for oddi- 
ties, being always in the market for 
ancient Tin Pan Alley songs, copies 
of Nick Carter, souvenirs of the old 
theatre and oddities of all kinds. One 
of his most prized (and_ useless) 
acquisitions is a collection of old 
melodramas by Al Woods. 

But while Joe Katz has many in- 
terests, all of them are secondary to 
his intense preoccupation with adver- 
tising — the thing that makes people 
purchase goods. He sums up his 
philosophy this way: “The entire 
career of this agency is built on what 
we call ‘the trading instinct.’ A good 
advertising man is really a good 
trader. He must have the feel of the 
trader in his fingers while he is work- 
ing. He must put something into the 
advertising and the merchandising 
that has a selling urge. He must be 
a merchant. He must be a sound 
thinker. Media, copy, art, mechanics 
— these are merely tools — means to 
an end.” 
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Autos 


Buick sponsors Jackie Gleason’s 
The Honeymooners, (Sat. 8-8:30 p.m.) 
on CBS-TV and buys a color spot on 
the Color Spread (Sun. 7:30-9 p.m.). 
Kudner, N. Y., is the Buick agency. 

e Cadillac Division of General 
Motors has sold 74,000 units the first 
half of 1955, as compared with 53,700 
units last year. Its position in the 
industry is 2.10 per cent of the total, 
a gain of .19 per cent over last year. 

Cadillac dealers will use some spot 
announcements this year, probably 
more than last. MacManus, John & 
Adams, Detroit, is the agency. The 
division has bought three participa- 
tions on NBC’s Today scheduled for 
Nov. 7, 9 and 11. 

e Chevrolet Division of General 
Motors leads the field at the six-month 
mark in car sales, with 756,000 units 
in the hands of new owners. This is 
21.49 per cent of the total automobile 
output. Last year the company had 
sold 697,000 units by the same time, 
24.77 per cent of total production. 
The loss in percentage points in 1955 
over 1954 was 3.28 per cent. 


(Continued from page 43) 


Intensive Campaign 


While Chevrolet is a sporadic user 
of tv spot throughout the year, it can 
be counted on for two to four weeks 
of intensive campaigning with the an- 
nouncement of new models. Art Ross, 
radio-tv director of Campbell-Ewald, 
N. Y., company agency, says the kind 
of spot campaign depends on timing. 
If Chevrolet beats Ford and other 
competitors in announcing its new 
models, the campaign will be positive 
and aggressive. If one of the opposi- 
tion cars comes out first, that will 
change the tone of the campaign. 
Chevrolet was a heavy user of tele- 
vision spot last year during the an- 
nouncement period. 

The company will sponsor the 
Chevrolet Hour, (Tues. 8-9 p.m.) on 
NBC-TV every third week, as a major 
part of its network advertising. It 
will continue with the Dinah Shore 
program (Tues.-Thurs. 7:30-7:45 p.m.) 
on NBC-TV. Chevrolet will sponsor 
Treasury Men in Action (Fri. 8:30-9 
p.m.) on ABC-TV. This may be 
changed to a new series, tentatively 
titled Men in Black, later in the sea- 

(Continued on page 106) 


| 





| 





If it's about TELEVISION, 
it's in the FACTBOOK. ... 


The Vlovision 2clbook 


belongs on your desk! 


How many occasions arise when you need elusive 
facts or figures about some phase of the TV industry? 
This accepted almanac of the business, now in its 
eleventh year of publication, has what you want—in 
one volume, clearly indexed, easy to find. 


This is the 21st semi-annual edition of an encyclo- 
pedic 432-p. reference volume that you will find on the 
desks of leading executives wherever TV plays a role 
in their activities. Many companies see to it that each 
key man has his own copy—so that the facts & figures 
are always at their fingertips—saving precious time. 


Listed in the Factbook, among some 75 departments 
and directories, are all U.S. & Canadian stations and 
networks with rate digests, facilities, personnel; all 
other TV stations throughout the world, operating and 
projected; lists of sales representatives; live & film 
program producers; manufacturers of TV sets & tubes, 
transmitters & studio equipment, towers, etc.; set pro- 
duction, distribution & inventory figures; network TV- 
radio billings; stations equipped for color; community 
antenna systems; channel allocations . . . 


1955 Fall-Winter 
Edition 
Ready Now 


(Including new 43 x 29- 
in. TV Wall Map in 
Color) ° 


ONLY +4 


PER COPY 
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TELEVISION DIGEST 
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Please send . copies of the TV Factbook 
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Autos (Continued from page 105) 


son. Campbell-Ewald, Detroit, is the 
agency for Chevrolet. 

e Chrysler Division of Chrysler 
Corp. has made outstanding gains 
through its heavy television spending 
and reports sale of 85,200 units for 
the first six months of 1955, giving 
the firm 2.42 per cent of total car 
sales. This compares with 55,400 units 
sold during the same period last year 
and a gain of .45 per cent in share of 
the total market. 

The company plans heavy use of 
spot television at the time of the new 
model announcements, starting with 
teasers about five days before an- 
nouncement date and continuing for 
three or four weeks afterward. The 
budget for these spots is up some 40 
per cent above last year. Burton R. 
Durke, director of advertising and 
merchandising, estimates the company 
will spend $250,000 for these spots. 
In addition, dealers are planning spot 
campaigns in individual markets. They 
have been active throughout the year 
with co-op tv spots. 

Chrysler has been a heavy network 
spender with Climax-Shower of Stars 
(Thurs. 8:30-9:30 p.m.) on CBS-TV 
promoting the entire Chrysler Corp. 
line. The Chrysler Division sponsors 





Clouded crystal ball 


In 1950 the automobile indus- 
try set a new production high 
of 6,326,438 units. In 1953 the 
total was 5,738,989 cars. 
Back in January of 1955 
Forbes magazine asked several 
important industry leaders for 
estimates on this year’s produc- 
tion. Here are the figures: 
GM’s Harlowe Curtice: 
5,800,000. 

Ford’s Henry Ford II: 
5,100,000 - 5,300,000. 

Chrysler’s Colbert: 
5,500,000. 

Studebaker - Packard’s James 
Nance: 5,600,000. 

But even the experts are some- 
times wrong. At mid-August 
production of the industry had 
already passed 6.5 million —a 
new all-time high. 











Heaneenercunnnseaaesenon ean 


106 September 1955, Television Age 


It’s a Great Life (Tues. 10:30-11 p.m.) 
on NBC-TV. Agency for the Chrysler 
Division is McCann-Erickson, Detroit. 

e DeSoto Division of Chrysler 
Corp. increased its sales during the 
first six months from 40,600 units in 
1954 to 63,200 in 1955. Its sales 
amountea to 1.80 per cent of the in- 
dustry total, a gain of .36 per cent 
over its position a year ago. 

There will be spot activity with the 
announcement of new models, starting 
about two weeks before the announce- 
ment and continuing one or two weeks 
after. The company uses 20-second 
ID’s and announcements. In «uddition 
there will be dealer activity. 

DeSoto benefits from the Chrysler 
Corp. sponsorship of the Climax- 
Shower of Stars program (Thurs. 
8:30-9:30 p.m.) on CBS-TV. The divi- 
sion sponsors, in combination with 
Plymouth, You Bet Your Life (Thurs. 
8-8:30 p.m.) on NBC-TV. Agency for 
the account is BBDO, Detroit. 


Dodge Shows Gains 


e Dodge Division of Chrysler Corp., 
with its heavy tv schedule, has gained 
during the first six months of the 
year from total sales of 78,300 cars 
in 1954 to 146,000 in 1955. Its out- 
put accounts for 4.15 per cent of total 
production, a gain of 1.27 per cent 
over its position last year. 

Because the division is heavily in- 
volved in network television it uses 
very little spot, but commercials are 
furnished to dealers for local place- 
ment. Even so, the company used spot 
in some 75 markets last year. 

Dodge sponsors Break the Bank 
(Sun. 10-10:30 p.m.) ; Make Room for 
Daddy (alt. Tues. 9-9:30 p.m.) and 
The Lawrence Welk Show (Sat. 9-10 
p-m.), all on ABC-TV. Grant Adver- 
tising, Detroit, is the agency. In addi- 
tion, Dodge benefits from the Chrysler 
Corp. Climax-Shower of Stars pro- 
gram (Thurs. 8:30-9:30 p.m.) on 
CBS.-TV. 

e Ford Division of Ford Motor Co. 
was running slightly behind its com- 
petitor, Chevrolet, at the halfway point 
in 1955, with total sales just over 
741,000 units, 21.07 per cent of the 
new cars manufactured. This repre- 
sents a drop of 4.62 per cent in share 
of the market from totals at the same 
time a year ago. 

Ford dealers use spot television on 


a consistent year-round basis but in- 
crease schedules when new cars are 
announced. Typical is the New York 
Ford Dealers Assn. which buys news 
and weather programs three nights a 
week in prime time. Advantage of 
this system, Ford dealers feel, is that 
it holds hard-to-get good time slots 
the year round. These prove especially 
valuable when big news, like new car 
announcements, must be covered. 
Agency for Ford Dealers is J. Walter 
Thompson in Detroit and New York. 
Their field men cover the company in 
33 areas, with orders coordinated in 


New York. 
90 Minutes on CBS-TV 


Ford’s network advertising includes 
the new 90-minute Star Jubilee which 
begins Sept. 24 and will occupy the 
9:30-11 p.m. Saturday spot once a 
month on CBS-TV. Judy Garland will 
be the first of a series of guest stars. 
The show will be telecast in color at 
least part of the year. J. Walter 
Thompson, New York and Detroit, is 
the agency. Producers Showcase (Mon. 
8-9:30 p.m.) on NBC-TV will be spon- 
sored every fourth week by Ford. 
Some of the shows will be in coler. 
Kenyon & Eckhardt, New York, which 
handles institutional advertising for 
the firm, is the agency on this pro- 
gram. Ford Theatre (Thurs. 9:30-10 
p-m.) on NBC-TV is sponsored by the 
Ford Dealers Fund and is handled by 
J. Walter Thompson. 

e Hudson Division of American 
Motors has increased its total sales 
for the first six months from 17,000 
units in 1954 to 23,600 in 1955. Its 
percentage of total sales remains low, 
at .67 per cent, but this is an increase 
of .06 percentage points over 1954. 
Its expanded market may be credited 
in great degree to its intensive use of 
television. 

Most of Hudson’s spot activity is 
by dealers. From 75 to 100 franchise 
holders are very active in spot tele- 
vision with both announcements and 
programs. The Hudson division will 
not use spot for new car announce- 
ment but will support sales after the 
first of the year with a spot campaign. 
Dealer activity and network television 
is expected to carry the announcement 
campaign. 

American Motors is one of the 
sponsors benefitting from the immense 
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popularity of the Disneyland program 
(Wed. 7:30-8:30 p.m.) on ABC-TV. 
Sponsorship of this program is rotated 
between Hudson, Nash and Kelvinator. 
Agency for Hudson is Brooke, Smith, 
French & Dorrance, Detroit. 

e The Kaiser Division of Kaiser 
Willys dropped down to 780 units 
during the first six months of 1955 
after selling 4,794 cars during the 
same period last year. With its small 
production Kaiser has not been active 
in television. John B. Morris, vice 
president in charge of marketing and 
media and Kaiser Willys account 
supervisor at Norman, Craig & Kum- 
mel says: “Kaiser Willy is now con- 
centrating on jeeps, trucks and station 
wagons. Thus, we are actually no 
longer after consumer trade. This 
is the reason we are not considering 
tv.” 

e Lincoln Division of Ford Motor 
Co. has produced fewer cars during 
the first six months than in 1954, 
15,500 compared to 19,800. Its per- 
centage of total output is .44, a .26 
per cent loss over its position last 
year. The completely new 1956 Lincoln 
has already been announced although 
models will not be on display until 
later this month. The company is 
planning extensive use of television 
when the new models go on display. 

Principal television vehicle at pres- 
ent is Toast of the Town (Sun. 8-9 
p-m.) on CBS-TV. This is shared with 
the Mercury Division. Results from 
the show have been pleasing to both 
sponsors. Kenyon Eckhart is the 
agency for this program. 

The Lincoln Division and the Con- 
tinental Division of Ford are now 
being handled by Young & Rubicam, 
Detroit, but plans are not complete. 

e Mercury Division of Ford Motor 
Co. sold 178,300 units in the first six 
months of 1955 as compared to 152.- 
400 units last year. Their percentage 
of total production dropped .34 from 
last year to hit the 5.07 per cent level 
in 1955. 

There will be spot activity by 
Mercury dealers with the announce- 
ment of new models. 

Network-wise, the division is well 
satisfied with Toast of the Town (Sun. 
8-9 p.m.) on CBS-TV, which it has 
shared with Lincoln. With the Lincoln 
and Continental Divisions being sched- 


uled through Young & Rubicam, future 
plans for this show have not been 
decided. Kenyon & Eckhart, New York, 
is the agency for Mercury. 

e Nash Division of American 
Motors produced and sold 47,200 units 
during the first half of 1955, as com- 
pared to 43,600 units in 1954. This 
is 1.35 per cent of the industry’s total 
production, a loss of .20 per cent 
from the share it held in 1954. 

While plans have not been com- 
pleted for the announcement of new 
models for Nash, it is expected that 
tv spot will be used as it was last 
year. Nash dealers in a number of 
cities are using television spot. 

Like Hudson, Nash participates in 
the Disneyland program (Wed. 7:30- 
8:30 p.m.) on ABC-TV. Agency for 
Nash is Geyer Advertising, New York. 

e Oldsmobile Division of General 
Motors for the first six months of 
1955 has as its share of the total out- 
put 290,500 units, or 8.26 per cent of 
the total. This is 1.33 per cent greater 
than the share last year. 

It is certain that Oldsmobile will 
use considerable tv spot in connection 
with its new model announcements. 

The Oldsmobile Division sponsors 
Max Liebman Presents (Sat. 9-10 
p-m., once-a-month) on NBC-TV. D. 
P. Brother & Co., Detroit, is the 


agency 
Packard Percentage Off 


e The Packard Division of Stude- 
baker-Packard sold 26,800 cars dur- 
ing the first six months, as compared 
to 22,600 last year. Its percentage of 
total production was .76 as compared 
to .81 in 1954. 

While the division did not use tv 
spot in 1954 the company is consider- 
ing its use this year. The decision is 
expected shortly. Dealers in several 
markets also will buy television spots. 

Packard shares with Studebaker 
sponsorship of Tv Reader’s Digest 
(Mon. 8-8:30 p.m.) on ABC-TV. 
Agency is Ruthrauff & Ryan, Detroit. 

e Plymouth Division of Chrysler 
Corp., fighting to regain third place 
in the industry from Buick, increased 
its first half sales from 216,400 units 
in 1954 to 343,700 units in 1955, 
which gave it 9.76 per cent of total 
output. This is an increase of 2.08 
per cent over 1954. 

Plymouth will be more active than 


ever in tv spot around new car time. 
Most of this activity will be co-op 
and placed by local dealer associations. 
Dealers have been active throughout 
the year in both announcements and 
programs. Announcement campaign 
will begin about five days ahead of 
new model day and continue for ten 
days or two weeks afterward. While 
the campaign is not yet set spokesmen 
say the division will purchase addi- 
tional spots in 75 to 80 markets. 

The division will continue its spon- 
sorship of the John Cameron Swayze, 
news show, (Fri. 7:45-8 p.m.) on 
NBC-TV. Like other Chrysler Corp. 
cars it benefits from the Climax- 
Shower of Stars program. (Thurs. 
8:30-9:30 p.m.) on CBS-TV. N. W. 
Ayer & Son, New York, is the 
Plymouth agency. 

e Pontiac Division of General 
Motors showed an improvement in its 
position with 265,700 units sold dur- 
ing the first half of 1955, as compared 
with 181,300 during 1954 in the same 
period. The 7.55 per cent of total pro- 
duction was up 1.11 per cent over ’54. 

Pontiac expects to use 20-second 
and ID announcements beginning a 
week before the introduction of their 
new models and continuing for a week 
after. Dealers will use spot tv on a 
local basis. 

The division will sponsor the 
Pontiac Hour (Tues. 9:30-10:30 p.m.) 
on NBC-TV, starting Sept. 27 and 
continuing on alternate weeks. Mac- 
Manus, John & Adams, Detroit, is 
the agency. 

e The Studebaker 
Studebaker-Packard made and _ sold 
53,300 cars in the first six months of 
this year as compared with 47,900 


Division of 


cars in the same period last season. 
It’s share of totals for 1955 was 1.52 
per cent, down .18 per cent. 

The division is considering use of 
spot television in support of the new 
Agency is 


York and 


models to be announced. 
Benton & Bowles, New 
Detroit. 

Studebaker is co-sponsor with Pack- 
ard of Tv Reader’s Digest (Mon. 8- 
8:30 p.m.) on ABC-TV. Agency for 
the show is Ruthrauff & Ryan, N. Y. 

e The Willys Division of Kaiser- 
Willys cut production and sales this 
year to 4,359 cars as compared to 
9,700 during 1954’s six months. 
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WHO... 


THE EIFFEL TOWER 
TO 95th STREET? 


...FILMWAYS did, with a new 35 mm Bell & Howell 
Background Process Projector. Your needs may not de- 
mand the Eiffel Tower as a background but through “rear 
projection” FILMWAYS can help you produce right in 
New York, background action of any scene, any season, 
any sport... fur your T.V. film commercials. 


Permit your creative efforts the freedom 
which only rear screen projection offers. 
Further information on request. 


rIMMWaTs 











241 W. S4th ST., WEW YORK 19, 
FLieas@ ¥e SB? Ss 
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Wall St. (Cont'd from page 99) 


tories stockholders on the basis of 
one share for each 244 shares now 
held. This again plays into the hands 
of Paramount Pictures which will 
emerge as the leading stockholder of 
the new corporation. 


Paramount has not said what its 
plans are but in Wall Street the in- 
formed opinion is along this line: 
Paramount could offer to buy the two 
stations from the new Du Mont Broad- 
casting for cash. The new broadcast- 
ing company could then vote itself into 
liquidation in which case Paramount 
would get back some of the money it 
paid out for the stations. Or Para- 
mount could take its present KTLA in 
Los Angeles, put it into the new Du 
Mont Broadcasting Company, in re- 
turn for more stock which would give 
it complete mathematical control, not 
just working control, and then go out 
and prowl around for a couple of 
additional stations. 


The Du Mont Laboratories would 
work on the manufacturing and tech- 
nical developments of television, cou- 
pled with its interest in Chromatic 
Laboratories which developed the Law- 
rence color tube. Its other hand will 
be free to produce films and gain a 
stronger hold in the exhibition of films 
on tv stations. Paramount Pictures 
might emerge as one of the strongest 
factors in the tv industry. 


Merger Important to RCA. An- 
other development that is important— 
although indirectly—is the merger of 
the Whirlpool Corp. and the Seegar 
Refrigerator Corp. One driving fac- 
tor behind this merger was Radio Cor- 
poration of America. RCA for some 
time has been confronted with the 
problem of whether to have a broad 
line of appliances or stick strictly to 
tv and radio. 

RCA is already producing stoves 
and room air conditioners. The stove 
line has not been profitable although 
room conditioners have been a stead- 
ily improving item. The merged com- 
pany, Whirpool-Seegar Corp. with a 
sales volume of over $281 million will 

e a giant in the appliance field but 
it will not make tv sets. But it will 
be owned 20% by RCA, 20% by 
Sears Roebuck and another 20% by 
the officers and directors of the new 

















corporation. The public will own the 
remaining 40 per cent. 

Sears Roebuck has been the prin- 
cipal customer of Whirlpool’s laundry 
equipment while Seegar got 90 per 
cent of its sales from production of 
Sear’s Coldspot refrigerator. The new 
company will start producing RCA- 
Whirlpool and RCA- 
Whirlpool washing machine equip- 
ment. Later it is expected to add dish- 
washers, kitchen cabinets, garbage 
disposal units, hot water heaters, wa- 


refrigerators 


ter softeners and even vacuum clean- 
ers. Some of these items are now made 
for Sears by other manufacturers. But 
it is possible that Sears in a few years 
will give that private brand business 
to Whirlpool-Seegar Corp. 

To advertise the line the new com- 
pany will spend $3 million on a 
nationwide tv hookup this fall, which 
will undoubtedly be on the NBC net- 
work. Following the merger RCA will 
enter into a five-year agreement with 
the new company, giving it advice 
and aiding in research on manufac- 
ture of new products. For these serv- 
ices RCA will receive $86,667 month- 
ly for five years. The new corporation 
will be set up in Delaware, and RCA 
will transfer to it net assets valued 
at $21,600,000, of which $16 million 
is cash and the balance, the assets of 
the RCA stove 


and air conditioning 





business. 
High-Low Last 
Stock 1955 Quote* 
ABC-UPT 334%4-22% 29% 
ADMIRAL 30%-21% 22 
AVCO 8%4- 6% 6% 
CBS 32 -25 26% 
DU MONT 174% -13% 14% 
EMERSON 16%-13% 14% 
GENERAL ELECTRIC 56% -46% 50% 
HOFFMAN 31%%-21% 22% 
MAGNAVOX 37%4-23 323% 
MOTOROLA 60% -44%4 49 
PHILCO 4336-34% 364% 
RCA 5536-36% 481% 
RAYTHEON 25%4-17% 19 
STORER 291%-23% 24% 
SYLVANIA 49%-41 444% 
WESTINGHOUSE 83% -6254 65% 
ZENITH 134 -86 122% 
Over-the-Counter Stocks 
Bid-Asked 
CONSOLIDATED TV 18%4-19 
GUILD FILMS 2%- 3% 
OFFICIAL FILMS 2%- 2% 


*As of the close, Aug. 23, 1955 


British (Continued from page 53) 


all programs on the London station, 
Monday through Friday. On Saturdays 
and Sundays, London programs will 
be managed by Associated Broadcast- 
ing Co., which has also contracted to 
handle the Monday-Friday schedule on 
the Birmingham station when it opens. 
The third group to sign, for weekday 
programming in the north of England, 
is owned by the Granada theatre chain. 

A fourth company, the newspaper- 
dominated Kemsley-Winnick Group, 
had been announced as programmer 
for weekends both in Birmingham and 
in the north. But that group withdrew 
before contracts were signed, report- 
edly for financial reasons. Its successor 
won't be named until the middle of 
this month. 

The ITA, which will have the final 
say on all programming and will re- 
quire script-submission in advance, has 
already taken steps to assure that tv 
It has 


created Independent Television News, 


news will be fair and accurate. 


Ltd., a separate company that will pro- 
vide all newscasts, both live and on 
film, for all programmers. The latter, 
in turn, will have seats on the news 
company’s board. 


Pay for Franchise 


Programmers must equip themselves 
with all facilities needed to put on their 
shows and, in addition, each has paid 
the ITA £.5 million for its franchise. 
Programmers’ only revenue will come 
from sale of advertising time, one- 
minute periods inserted at the start of, 
the end of, or at appropriate breaks 
within programs. They are limited to 
not more than six commercial an- 
nouncements per hour. 

Rates for a one-minute, Class AA 
commercial (between 8 and 9:30 p.m.) 
on the London station will be £1,000 
or, in American terms, $2,800. The 
cheapest spot on the same station will 
cost $560. Fees on the other stations 
will be somewhat less, with Birming- 
ham expected to charge, for example, 
half the London rate. 

In no way will the British advertiser 


the 


“sponsor” of the show. In fact, he 


be considered, as in America, 
will be able to buy only on a run-of- 
schedule basis. That means the adver- 
tiser may not even know in advance 


when his announcement will run; 
whereas it may be slotted at the start 
of an important program one week, it 
could just as easily appear at the end 
of a kiddies’ show the next. 

The cautious ITA has already issued 
its Principles for Television Advertis- 
ing, the preamble of which begins, 
“The general principle which should 
govern all television advertising is that 
it should be legal, clean, honest and 
truthful.” The document continues by 
specifying: no misleading special 
claims, no made-up words to make 
claims sound more scientific than they 
actually are, no disparaging references 
to competitive products, no “irre- 
sponsible” testimonials, careful use of 
the word, “guarantee,” and so forth. 
The document gives special attention 
to the needs of children, flatly forbids 
anything that might harm them “physi- 
cally, mentally or morally.” For in- 
stance, it cites that no advertising 
should lead children to believe them- 
selves inferior to other children unless 


they use a specific product. 


Limit Kinds of Commercials 


The ITA also forbids use of tv com- 
mercials to such advertisers as money- 
lenders, matrimonial agencies or for- 
tune tellers. Interestingly, undertakers, 
too, are on the list. And while, in con- 
trast to American practice, liquor can 
be advertised on British tv, the ITA 
specifically forbids ads for the treat- 
ment of alcoholism. 

Notwithstanding those restrictions, 
London advertising agencies have al- 
ready started to work on tv commer- 
cials, usually at a 15-per-cent commis- 
sion. G. Street & Co., for instance, is 
preparing a series for Remington Rand. 
C. J. Lytle reports it has placed £200,- 
000 worth of “bookings” on behalf of 
its clients. The London office of Me- 
has 30 commercials 
Foote, Cone & 


Belding there has signed for tv time on 


Cann-Erickson 
“going through now.” 


behalf of 15 accounts, including: Bour- 
jois, Frigidaire, Kleenex, Odo-Ro-No, 
Sunkist and Toni. 

Outside sources have estimated that 
Associated Rediffusion may realize a 
£5 million gross its first year; ABC, 
a £3 million take. But, it’s emphasized, 
the estimates are “gross, gross, gross.” 
Projecting maximum tv revenue for 


(Continued on page 110) 
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British (Cont'd from page 109) 


three stations during a year’s run, the 
total volume has been placed at £20 
million, or 5.7 per cent of the £350 
million spent on all advertising in Eng- 
land last year. (Ad men there predict 
the “weaker parts” of each media will 
suffer—the worst poster sites, the 
most expensive-per-reader magazines 
and the like.) 

The economies involved give agency- 
man Borneman pause. The sponsor 
buying tv time, he says, is buying “an 
absolutely unknown quantity.” Besides 
having no advance notice on his sched- 
ule, the advertiser is forbidden even 
to tie in his tv commercials with his 
other advertising or merchandising. 


Who Will Buy? 


Who will buy tv commercials, this 
well-known film writer-director won- 
ders, when in Britain they can 
buy cinema advertisements, common 
throughout the kingdom and now even 
being produced by Pinewood Studios, 
the country’s leader, in wide-screen 
color? Not only are cinema ads priced 
by cost-per-thousand viewers, but they 
also offer a guaranteed coverage. Tv, 
he points out, offers none. 

Many advertising agencies, Borne- 
man reports, at first went along enthu- 
siastically with the idea of a commer- 
cial system, even investing “vast sums” 
to promote the idea, as well as to 
institute their own staffs and equip- 
ment. Since then, however, the econ- 
omy of it has seemed considerably 
more dubious, he reports, and agencies 
—and advertisers —have lost their 
initial enthusiasm. But they have gone 
too far, now have no alternative but to 
“see it through.” 

The programmers’ problem, he ex- 
plains, is also complicated economi- 
cally. The top revenue from peak, 
weekend hours, as noted, is £1,000 per 
minute. That means a maximum gross 
of £3,000 per half hour. Of that, 
Borneman estimates that approximately 
half must be repaid to the government 
for the hire of the ITA-owned and 
operated transmitters. A third (£500) 
of the remainder (£1,500) will go for 
operational costs like wages, office rent 
and the like. That leaves the program- 
mer only £1,000 — about $2,800 — to 
spend on actual program production 
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Home-town hit 


Recognition of the important 
place that television fills today in 
the medium-sized market is im- 
plicit in the 
Joe Alex 
Morris by- 
liner “Home- 
Town Tv 
Makes a Hit” 
in the Sept. 3 
issue of The 
Saturday 
Evening 
Post. The 
Post takes as its theme KDUB-TV 
Lubbock and the hero is the sta- 
tion’s president and active mana- 
ger, W. D. “Dub” Rogers Jr. Like 
many another manager in a medi- 
um-sized market, Mr. Rogers 
fought an uphill battle in his ef- 
fort to prove that tv was possible 








and could be profitable, away 
from a large city. Lubbock, with 
a pre-World War II population 
of 20,000 which has grown to a 
current metropolitan area of 160,- 
000, could not truthfully be called 
a boom town, the article declares. 
Rather, the growth was gradual 
and steady with a touch of the 
inevitable. The trials and tribula- 
tions of Mr. Rogers and his as- 
sociates as well as their victories 
and acomplishments make nos- 
talgic reading not only for opera- 
tors of smaller market stations 
but for every youthful veteran 
who has watched tv grow to its 
maturity. 














for the half hour, assuming, of course, 
that all three commercial minutes have 
been sold. 

In contrast, half-hour production 
costs on the government-sponsored 
BBC, Borneman points out, average at 
least three times that amount — about 
$9,000. To date, even the least expen- 
sive tv films shot in England (for the 
U.S. market) have cost about $8,400 
per half hour. 

Although he admits that program- 
mers could amortize film costs through 
wider circulation — chiefly by export 
to the U.S.—Borneman wonders 
whether export will even be possible. 





His point: British theatre unions, al- 
ready aware of American inroads, re- 
quire that 80 per cent of all British 
video be home-produced. Retaliation 
by American labor, which might estab- 
lish a similar minimum here, could 
effectively close U.S. doors to British- 
produced films. 

“At present,’ Mr. Borneman said 
recently, “there is no solution in Eng- 
land except to build more stations — 
and much faster.” That would help 
reduce the unit cost of program pro- 
duction, obviously. Further, he suggests 
importing American equipment as one 
quick way to construct 50 commercial 
stations within three years (the number 
of commercial applications already filed 
with ITA). “The economy of commer- 
cial tv in Britain,” he summarizes, 
“depends on the rapidity of the proc- 


ess. 


Further Competition 


Meanwhile, the commercial system is 
faced with further competition at home. 
The BBC, of course, already has its 
own tv network in operation. It pro- 
grams — by one count, at least — less 
than 35 hours a week. Screens are dark 
between 6 and 7 p.m. (so that parents 
can hustle children to bed with, per- 
haps, less argument), a practice that 
ITA stations are also expected to fol- 
low. Programming finishes by 11:30 
p.m. at the latest, but early closings are 
traditional in Britain. (Even pubs are 
shuttered by 11 p.m.) Nevertheless, 
natives frequently complain of BBC 
Television, citing frequent program 
repetition, inaccurate timing so that 
“interludes” of stills — or music, only 
— bridge the gap between shows or, in 
general, uneven production. 

Much of the BBC's difficulty, it 
should be explained, stems from insuf- 
ficient funds, however. As a govern- 
ment-sponsored and controlled system, 
it is wholly dependent on Parliamentary 
grants, the actual money coming from 
set-owners who must pay an $8.40 
license fee to own both a radio and a 
tv set. A recent report indicated, how- 
ever, that of the total collected, the 
government retained $5.6 million, sub- 
tracted another $4 million for handling 
costs and actually granted the BBC 
some $41 million. With it, the BBC 
operated one tv and three radio serv- 
ices. (In contrast, operating expenses 
of CBS, Inc. and its domestic sub- 























sidiaries last year totalled just under 
$210 million.) 

In the meantime, the BBC is refurb. 
ishing present operations. It has al- 
ready begun to meet higher ITA wages 
for technical staffs (to keep skilled 
specialists at home) and is constructing 
a new 16-stage tv center, White City, 
on 21 bombed-out acres in London. 
So, even if commercial tv proves a dud, 
pessimists conclude, at least it will spur 
many improvements in the surviving 
system. 

More importantly, the BBC, which 
offers only one program at a time to 
British viewers, regardless of where 
they live, is getting ready to start a 
second channel. It has already ordered 
studio equipment, but will utilize exist- 
ing masts (transmission antennas). It’s 
said to be a safe bet that if the ITA’s 
commercial stations are successful, the 
BBC’s second service will ultimately go 
commercial, too. The BBC denies that 
flatly, however. 


Another Drawback 


But, because BBC television has long 
been a one-program operation, both 
new channels are faced with an addi- 
tional drawback. Existing sets will 
have to be converted in order to receive 
more than one station. (Up to now, 
receivers haven’t even had channel- 
selecting dials.) Estimates on the con- 
version cost vary, and some set-makers 
argue that it’ll be cheaper to buy wholly 
new receivers, but it now seems con- 
version may cost an average of $28. 


Mr. Towers, member of the Asso- 
ciated Broadcasting Co.’s management 
committee and officer in charge of all 
programming and personnel, is con- 
siderably more fervent about commer- 
cial tv. At least his company considers 
it well worth the £.5 million pounds, 
sterling ($1.4 million) that its first 
year’s programming license has cost. 

Harry Tower’s most impressive point 
is that ABC, which, as noted, will pro- 
duce the Saturday and Sunday pro- 
grams in London, has already sold out 
all Class AA time. Further, it has 
sponsors for some 70 per cent of its 
total option. That means that even 
before the system has started, ABC has 
realized some $9.8 million of a $14- 
million sales potential, he relates. 


Significantly, all the major American 
firms doing business in England, Mr. 





Towers reports, are on the sponsors 
list. They seem to be acting, of course, 
on results that commercial tv has 
brought them at home. And as in 
America, Procter & Gamble leads the 
advertiser list, in terms of volume pur- 
chased. Others buying from ABC, 
represented in the United States by 
NBC Spot Sales, include Coca-Cola, 
Pepsi-Cola, General Motors and Ster- 
ling Drug. Some 95 per cent of all 
commercials will be on film, Towers 
estimates, adding that they will all be 
produced in England. 

In London, ABC and Associated 


THIS 
is 
JUST 
THE 
BEGINNING 
OF 

16 MM! 


Talk was that other film sizes than 16mm could 
do better jobs in the industrial, educational 
and commercial fields. 


Not while there is a film laboratory like 
Precision, bringing 16mm to the peak of 
perfection. In fact, we are demonstrating daily 
that 16mm can do more — and better — things 
in movies than have been done before. 


Precision Film Laboratories developed 

unique equipment to realize the fullest 
potentialities in 16mm, such as the optical track 
prinier; timing, fades, dissolves, scene-to-scene 


color corrections, invisible splices without notching 
originals ; direct electric printing and many others. 


No, 16mm is just beginning. Depend on it for 
your next film project and, of course, depend on 
Precision to do exactly the right job in 

bringing life and sparkle to the best of your 
production efforts. 


you'll see y . and hear 
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Keditfusion, Ltd. will offer 50 hours of 
programming weekly. And ABC has 
already sub-contracted for six of Asso- 
ciated Rediffusion’s 35 weekday hours. 
The point, Harry Towers, explains, is 
to get geared for weekday operations, 
too, and thus be ready for the opening 
of the Birmingham station (for which 
ABC will also be the weekday program 
contractor). Thus, while the London 
starting date is essentially a local one, 
all thinking is being directed toward 
network operation, scheduled for a 
year from now. 

(Continued on page 121) 
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“He must be from WBBM-TV” ] 
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Showmanship draws the crowd. In television especially, the personalities and 


‘€ 


programs that get the most attention —and sell the most—are those that sell 
with showmanship. And WBBM.-TV excels at showmanship. So much so 
that it commands a bigger average share of the Chicago television audience 


than any other station... day and night, month after month. And furthermore... 


Chicago’s top locally-originated news show is on Channel 2 

Chicago’s top locally-originated farm show is on Channel 2 

Chicago’s top locally-originated sports show is on Channel 2 
Chicago’s top locally-originated interview show is on Channel 2 
Chicago’s top locally-originated country-music show is on Channel 2 
Chicago’s top locally-originated musical variety show is on Channel 2 


Chicago’s top locally-originated multi-weekly daytime show is on Channel 2 


No wonder Chicago’s top showman is also Chicago’s best salesman. 


To draw the crowds to your product, sell it with showmanship on. . WB BM my , * ene / 


Chicago’s Showmanship Television Station 


CBS OWNED—Represented by CBS Television Spot Sales 
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Neer 2> 4 a nil 
or ie > ff 
Covering the Fort Worth-Dallas —— fa, 


area of 490,000 TV sets ina two — 
billion dollar market with pro- 
graming designed for family unit 
viewing, on... 





210,000 WATTS POWER 1074 FOOT TOWER 


The Channel 11 Brand will be smoking with sales power for your brand when 







KFJZ-TV goes on the air September 11. Your H-R TV man has the program 
schedules and availabilities now. Let him show you why KFJZ-TV is a must 


on any time and spot list. Your time selections are guaranteed. 


SSO? 








FORT WORTH, TEXAS 


REPRESENTED NATIONALLY BY H-R TELEVISION, INC. 
REGIONALLY BY CLARKE BROWN COMPANY 
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TELEVISION AGE 


Report by Markets, 
September, 1955 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. 

In addition to set figures the two 
principal executives of each station are 
listed. 





Totals 
Total commercial stations: 427 
Total markets: 278 
Total estimated b&w sets: 
Total estimated color sets: 


35,823,460 
21,294 














City Station vhf Uhf Color 





ALABAMA 
WABT 347,650 
Henry P. Johnston, p. & mng. d.; 

Charles F. Grisham, c. m. 
WBRC-TV 321,000 200 
J. Robert Kerns, v.p. & mng. d.; 

Oliver V. Naylor, ¢. sls. m. 
Decatur WMSL-TV 28,436 
Frank Whisenant, m. & sls. 
witvy 22,360 
Mel Wheeler, v.p. & g.m.; F, 

Busby, exec. v.p. 

WALA-TV_ 128,700 
W. O. Pape, p.; H. K. Martin, 


exec. v.p. 
WKRG-TV—S Sept. °55 
WSFA-TV 98,600 


Hoyt Andres, v.p. & st. m.; John 
C. Hughes, c. m. 


Birmingham 


m 
E 
Mobile 


~~ 


Montgomery 


ARIZONA 
KVAR (see Phoenix) 
KOOL-TV 124,120 
Tom Chauncey, g¢. m.; William J 

Connelly, cc. m. 
KPHO-TV = 125,150 
Richard B. Rawls, ¢. 

Larson, c. m. 
KTVK 165,000 
Roger Van Duser, st. m.; 

B. LaDow, c.m. 

KVAR 125,150 
Dwight Harkins, m.; E. W. (Bill) 

Harvey, c. m. 
KOPO-TV 46,856 
E. S. Mittendorf, 

Perlin, sls. m. 
KVOA-TV 46,850 
R. B. Williams, g. m.; 

Harvey, c. m. 
KIVA 26,908 
Ray C. Smucker, 

Newland, sls. m. 


Phoenix 


m.; C. A. 


200 
Burton 


Tucson _ 
g. m.; Bernie 


Bill 


Yuma 
g.m., Richard 


ARKANSAS 
KFSA-TV 36,604 
Weldon Stamps, g. m.; 
Hundley, sls. m. 
KARK-TV 112,711 
T. K. ee, vp. & g. Mm.; Lee 
Bryant, c. 
KATV (see Pine Bluff) 
KTHV—11 Nov, ’55 


Fort Smith = 
Roland 


Little Rock 








Set Count: 








City Station vht Unt Color 
Pine Bluff KATV 110,655 oo 
John H. Fugate, g¢. m.; Oscar 
Alagood, Little Rock sls. m. 
Texarkana KCMC-TV (see Texarkana, Tex.- 
Ark.) 
CALIFORNIA 
Bakersfield KBAK-TV 92,000 — 
A. H. Constant, m. 
KERO-TV 152,000 
Gene DeYoung, p. & g. m.; John 
Barrett, tv. sls. m. 
Chico KHSL-TV 68,100 _ 
M. F. Woodling, st. m.; George 
Ross, nat. sls. m. 
Eureka KIEM-TV 25,000 — 
William B. Smullin, p.; Donald 
H. Telford, st. m. 
Fresno KJEO 162,000 100 
Joseph. Drilling, v.p. & bus. m.: 
W. O. Edholm, c. m. 
KM4J-TV 158,000 200 
Perry Nelson, m.:; Wilson Lefier, 
sis. m. 
Les Angeles KABC-TYV 2,130,181 _— 
Selig J. Seligman, g. m.; Elton 
Rule, gen. sls. m. 
KCOP 2,130,181 — 
Jack Heintz, v.p. & ¢. m.; Amos 
Barron, sls. m. 
KHJ-TV 2,130,181 
John T. Reynolds, g. m. Howard 
L. Wheeler, sls. m. 
KRCA 2,130,181 606 
Thomas C. McCray, g. m.; James 
Parks, sls. m. 
KNXT 2,178,200 5814 
James T. Aubrey, Jr.. g§. m.; 
Robert D. Wood, gen. sls. m. 
KTLA 2,150,010 824 
Klaus Landsberg, v.p. & g. m.; 
Robert Mohr, sls. m. 
KTTV 2,150,010 — 
Richard A. Moore, p. & ¢€. m.; 
John R. Vrba, v.p. chee. sls. 
Sacramento KBET-TV 349,650 34 
John H. Schacht, g. m.; George J. 
Kapel, c. m. 
KCCC-TV 165,000 —_ 
Ashley L. Robison, ex. v. p.; A. 
J. Richards, v. p. chge. sls. 
KCRA-TV — 
Ewing C. Kelly, ¢. m. 
Salinas KSBW-TV 110,879 —_ 
Fran Conrad, st. m.; Graham H. 
Moore, sis. m. 
San Diego KFMB-TV 407,092 65 
George Whitney, g. m.; Bill Fox, 
g. sls. m. 
KFSD-TV 306,845 30 
William E. Goetze, g. m.; Jay 
Grill, sls. m. 
San Francisco KGO-TV 1,086,590 —_— 
James H. Connolly, v.p.; Vincent 
A. Francis, Icl. sls. m. 
KPIX 1,036,590 355 
Philip G. Lasky, ¢. m.; Lou 
Simon, sls. m. 
KRON-TV 1,149,080 489 
Harold P. See, st. m.; Norman 
Louvau, sis. m. 
KSAN-TV 300,000 _— 
Norwood J. Patterson, g.m.; Bob 
Kane, sls. m. 
San Jose KNTV os 
Harry Maynard, m. 
San Luis KVEC-TV 93,676 —_ 
Obispo Les Hacker, g. m.; Si Darrah, c. m. 
Santa KEY-T 227,918 —_ 
Barbara Colin M. Selph. p.; R. Hill Car- 
ruth, rgnl. sls. m. 
Stockton KOVR-TV 1,120,660 _ 
Terry Hamilton Lee, ex. v.p. & 
g. m.; Frank G. King, ¢. sls. m. 
Tulare KVVG 175,000 — 
E. D. Beatie, g. m.; Bob Hill, 
sls. m. 
COLORADO 
Colorado KKTV 59,223 _ 
Springs James D. Russell, p. & gg. m. 
Robert D. Ellis, v.p. & nat. sls.d. 
KRDO-TV 40,000 
Harry W. Hoth, p., ¢. m. & sls. m. 
Denver KBTV 306,615 


Joseph Herold, st. m.; E. L. Col- 
bourn, exec. sls. d. 











City Station vat Unf Color 
KFEL-TV 299,762 
Gene O'Fallon, p. & g. m. Frank 
Bishop, dir. & c. m. 
KLZ-TV 306,683 68 
Hugh B. Terry, p. & g. m.: Jack 
Tipton, ¢. sis. m. 
KOA-TV 299,762 100 
Don Searle, exec. v.p. & ¢. m.; Wil- 
liam F. MacCrystall, tv. sls. m. 
Grand KFXJ-TV 13,772 _ 
Junction Rex G. Howell, p. & ¢. m.: J. R. 
Robinson, mng. d. tv 
Pueblo KCSJ-TV 52,173 — 
Russ Truesdell, st. m 
John Henry, sis. m. 
(Continued on page 116) 
New Seations 
KCRA-TV (3) Sacramento, Calif. 


Affiliate: NBC. Ewing Kelly, pres. & 
gen. mgr. Edward Petry & Co., Inc., 
rep. Ewing Kelly, 50%; C. Vernon 
Hansen, v.p., 16.68% ; Gerald Hansen, 
secy.-treas., 16.66% Kenneth W. 
Hansen, 16.66%. 

KFJz-Tv (11) Fort Worth, Texas, 
begins September 11. Gene L. Cagle, 
pres. H-R Television, Inc. & Clarke 
Brown Co. (South), reps. Gene L. 
Cagle, 20% ; Sid W. Richardson, 62% ; 
Perry R. Bass, 15%; rest held in Dil- 
lard & Harrison family trusts. 

KNTV (11) San Jose, Calif. A. T. 
Gilliland, pres. Sunlite Bakers (A. T. 
Gilliland, 100% owner). 

KTBS-TV (3) Shreveport, La. Affili- 
ate: NBC. E. Newton Wray, pres. & 
gen. mgr. Edward Petry & Co., Inc., 
rep. George D. Wray Sr., chairman 
of the board, 33-1/3%; E. Newton 
Wray, 33-1/3%; George D. Wray Jr., 


v.p., 16-2/3%; Charles W. Wray, 
secy.-treas., 16-2/3° 

KTRE-TV (9) Lufkin, Texas. Affili- 
ate: NBC. R. W. Wortham Jr., pres. 
Venard, Rintoul & McConnell, Inc., 
nat. rep.; Clyde Melville Co., Dallas 
rep. R. W. Wortham Jr., 32%; E. L. 


Kurth Sr., v.p., 16.8% ; Henry B. Clay, 
11%; 12 others, none with over 10%. 

WXEX-TV (8) Petersburg, Va. Affili- 
ate: NBC. Thomas G. Tinsley Jr., 
pres. Forjoe-TV, Inc., rep. Lee Bestg. 
Corp., 45% ; 55 others, none over 3%. 

WHIs-Tv (6) Bluefield, W. Va. Jim 
H. Shott, pres. The Katz Agency, Inc., 
rep. H. I. Shott estate, 29.2%; Hugh 
I. Shott Jr., 23.6%: Jim H. Shott. 


23.48%; Ned Shott, treas., .12%: 
Mrs. Lillian S. Brant, 23.36%; Mrs. 
B. L. Early, .24% 


WHTN-TV (13) Huntington, W. Va. 
Affiliate: ABC. A. B. Hyman, pres. 
Edward Petry & Co., Inc., rep. Appli- 
cant controlled 99% by Greater Hunt- 
ington Theatre Corp. 
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y 4 Re eo ae 
THE QUAD-CITIES 


ROCK ISLAND @ MOLINE e EAST 
MOLINE, ILL. @ DAVENPORT, IA. 


NOW 
Y¥4 MILLION 
PEOPLE 


According to Sales Manage- 
ment’s Survey of Buying Power 
(May 10, 1955) the Quad-Cities 
now have 250,200 people with 
an Effective Buying Income of 
$5843 per family or $1794 per 
capita. Cover this good 450 mil- 
lion dollar market with WHBF 
radio or TV—the Quad-Cities’ 
favorites. 


CBS FOR THE 








ee 


W HBF :: 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 


ted by Avery-Knode 


Television 
Sketehbook 


(A Program Aid) 


Timely and practical 
working scripts for the pres- 
entation of songs in drama- 
tic, comic and pictorial 
fashion. a 

The very latest song hits 
as well as the standard favor- 
ites are developed into pho- 
togenic sketches which can 
be used effectively as com- 
plete musical shows, as pro- 
duction numbers in variety 

programs or as scene-setting 

segments. 

There are dozens of ways 
in which you can adapt the 
BMI Sketchbook to advan- 
tage. 


A Monthly BMI TV Service 








BROADCAST MUSIC, INC. 


HOLLYWOOD 
MONTREAL 


NEW YORK e« CHICAGO e 


TORONTO 
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Set Count (Cont'd from page 115) 





city Station vht Unt Color 
CONNECTICUT 
Bridgeport WICC-TV 72,340 


Philip Merryman, p. & g. m.; 
Manning Slater, sls. m. 


Hartford WGTH-TV 321,000 — 
Fred W. Wagenvoord, v.p. & 

gs. m.: George H. Morris, sls. m. 

New Britain WKNB-TV 284,169 *— 


Peter B. Kenney, v.p. & g.m.; 
Erwin B. Needles sls. m. 
New Haven WNHC-TV 948,702 156 


Edward C. Obrist, m.; J. Vincent 
Callanan, sls. m. 

WATR-TV 215,400 —_ 

Samuel R. Elman, st. & c. m. 


Waterbury 


DELAWARE 

WPFH 2,051,000 

Robert R. Nelson, st. m.; 
Lau, ¢. m. 


Wilmington om 
Glen 


DISTRICT OF COLUMBIA 
Washington WMAL-TV 600,000 _ 
Frederick S. Houwink, g.m.; Neal 
J. Edwards, sis. m. 
WRC-TV 746,000 150 
Carleton D. Smith, v.p. & g. m.; 
Joseph Goodfellow, dir. of sls. 
WTOP-TV 688,300 ‘_— 
George F. Hartford, v.p. chge. tv.; 
Robert A. J. Bordley, sls. m. 
WTTG 660,000 _ 
Leslie G. Arries, Jr., ¢. m. 


FLORIDA 
Daytona Beach WESH-TV—2 Oct. °55 
Fort WITV 237,716 — 
Lauderdale Walter M. Koessler, exec. v. p. & 


&. m. 
Fort Myers WINK-TV 14,012 — 
A. J. Bauer, ¢. m.; Bob Bradley, 
ec. m. 
Jacksonville WJHP-TV $1,000 *— 
T. S. Gilchrist, Jr., g. m.; Willard 
Fraker, sls. m. 
WMBR-TV 478,644 — 
Glenn Marshall, Jr., p.; Charles M. 
Stone. v.p. 
WOBS-TV—30 Fall *55 
Miami WGBS-TV 134,7 _ 
Frank Riordan, mng.d. & c.m. 
witvi 331,500 75 
Lee Ruwitch, exec. v.p. & g. m.; 
John S. Allen, v.p. & g. sls. m. 
Orlando WDBO-TV 101,245 7 
Harold P. Danforth, p., g. m. & 


sls. m. 

Panama City WJDM-TV 27,500 — 

Harry C. Babb, st. m.; Byron Hay- 
ford, sls. m. 

WEAR-TV 95,500 — 

Mel Wheeler, p. & g. m.; Milt de 
Reyna, Jr., asst. g. m. 

WPFA-TV 32,500 —_ 

Charles W. Lamar Jr., p.: George 
Blanford, g. m. & natl. & loc. sls. 

st. WSUN-TV 173,474 a 
Petersburg Charles L. Kelly, g. m.; Bernard 
L. Kobres, sls. d. 

WFLA-TV 182,079 50 

George W. Harvey, g. m.; William 
B. Faber, sls. m. 

WTVT 185,000 100 

W. Walter Tison, g.m. & c. m. 


WIRK-TV 47,609 _ 


Pensacola 


Tampa 


West Palm 
Beach 


7 
rs 
Zz 
? 
Rey 
- 
: 
= 

ew: 
wl 
as 
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Theodere A. Eiland, g.m. & sls. 
d.; W. F. Housner, sls. m. 
WEAT-TV 231,500 _ 
J. R. Meachem, p. & g. m.: Ed 
J. Hennessy, g. sls. m. 


GEORGIA 


WALB-TV 45,000 

James H. Gray, p.: 
wagon, g. m. 

WAGA-TV 511,560 500 

Glenn Jackson, mng. d.; John W. 
Collins, m. 

WLW-A 492,300 _ 

Harry LeBrun, g. m.; Barney Ochs, 
nat. sls. m. 

WSB-TV 485,725 200 

John M. Outler, Jr., g. m.; Marcus 
Bartlett, st. m. 

WJIBF-TV 151,802 50 

Donald M. Kelly, Jr., v.p. & g¢. m. 

WRDW-TYV 149,900 _ 

J. W. Hicks, g.m. 

WDAK-TV 136,959 *— 

E. F. MacLeod, st. m.; Joe Wind- 


Albany _ 
Tom Still- 


Atlanta 


Augusta 


Columbus 


sor, ¢. m. 

WRBL-TV 187,327 *— 

Ridley Bell, g. m.; George Jenkins, 
sls. m. 








City Station vhi Unf Color 
Macon WMAZ-TV 102,936 — 
Wilton E. Cobb, g. m.; Frank 
Crowther, c. m. 
Rome WROM-TV 174,330 — 
Ed McKay, m.; Chas. Doss, c. m. 
Savannah WTOC-TV 150,360 — 
W. T. Knight, Jr.. p. & g. m.; 
Ben Williams, c. m. 
Thomasville WCTV—6 Oct. ’55 
IDAHO 
Boise KBOI-TV 47,175 — 
Westerman Whillock, p. & g. m.; 
Earl Glade, Jr., st. m. & sls. m. 
KIDO-TV 41,900 _ 
Walter E. Wagstaff, v.p. & g. m.; 
Barry Tucker, sls. m. 
Idaho Falls KID-TV 38,821 a 
C. N. Layne, g. m.; Claude Cain, 
sls. m. 
Lewiston KLEW-TV—3 Nov. °55 
Twin Falls KLIX-TV — _ 
Frank C. McIntyre, v.p. & g¢.m. 
ILLINOIS 
Bloomington WBLN-TV 113,242 _ 
Jerrell Henry, g. m.; John Spahr, 
ce. m. 
Champaign WwciaA 307,000 _— 
A. C. Meyer, p.: Guy Main, sls. m. 
Chicago WBBM.-TV 2,237,900 1 
H. Leslie Atlass, v.p. & g. m.; 
George Arkedis, sls. m. 
WBKB 1,963,725 — 
Sterling C. Quinlan, v.p. 
WGN-TV 2,300,000 _ 
Frank P. Schreiber, v.p. & g¢. m.; 
Theodore Weber, sls. d. 
WNBQ 2,280,000 ‘_— 
Jules Herbuveaux, g. m.; John M. 
Keys, sls. d. 
Danville WDAN-TV 50,000 _— 
Max Shaffer, st. m.; John D. Eck- 
ert, sis. d. 
Decatur WTVP 165,000 —_— 
W. L. Shellabarger, p. & &€. m.; 
Dean Bafford, acting c. m. 
Harrisburg WSIL-TV 34,692 _ 
O. L. Turner, st. m. 
Peoria WEEK-TV 235,134 1,137 
Fred C. Mueller, g. m.; William 
J. Flynn, c. m. 
WTVH-TV 238,000 200 
Edward G. Smith, g. m.; John 
Leslie, sls. m. 
Quincey KHQA-TV 162,668 19 
Walter Rothschild. g. m. & nat. 
sls. m.; Paul Millen, asst. nat. 
sls. m. 
WGEM-TV 150,000 ‘_— 
Joe Bonansinga, g. m.; James E. 
Muse, c. m. 
Rockford WREX-TV 256,600 _ 
Joe Baisch, g.m.; Al Bilardello, 
loc. sls. m. 
wtvo 116,000 — 
Harold Froelich, g.m.; Edwa 
Ruppe, sis. m. 
Rock Island WHBF-TV 303,930 *— 
- Leslie C. Johnson, v.p. & g. m.; 
Maurice Corken, asst. g. m. & 
sls. d 
Springfield wics 103,580 
Milton D. Friedland, g. m.; War- 
ren King, loc. sls. m. 
INDIANA 
Anderson WCBC-TV—61 Oct. ’55 
Bloomington WTTV 657,615 200 
Robert Lemon, g. m.; Norman 
Cissna, asst. m. & sls. d. 
Elkhart WSJV-TV 208,319 _ 
John F. Dille, Jr.. p.: John J. 
Keenan, c. m. 
Evansville WFIE-TV 97,121 —s 
Ted Nelson, g. m. & natl. sls. m.; 
Jay Sondheim, loc. sls. m. 
WEHT (see Henderson, Ky.) 
Fort Wayne WKJIG-TV 138,070 *— 
Edward G. Thoms, v.p. & g. m.: 
Carleton B. Evans, c. m 
WIN-T (see Waterloo) 
Indianapolis WFBM-TV 650,000 350 
William F. Kiley, ¢. m.; Don 
Menke, c. m. 
WISH-TV 660,000 125 
Robert B. McConnell, v.p.; George 
Diefenderfer, Jr., sls. m. 
Lafayette WFAM-TV 71,500 _ 
O. E. Richardson, o. & p.; Herbert 
Nelson, m. & sls. m. 
Muncie WLBC-TV 107,250 20 
W. F. Craig, v.p. 
South Bend WSBT-TV 181,953 25 


Terre Haute 


Neal B. Welch, g. m.; Richard W. 
Holloway, nat. sls. m. 

WNDU-TV 

Bernard C. Barth, v.p. & g. m.;: 
William Thomas Hamilton, sls. 
m. 

WTHI-TV 

J. M. Higgins, ¢. m.: 
K:rk, loc. sls. m. 


154,000 _— 
David J. 
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City Station vVnt Unt Color City Station Vht Unf Color 
Waterloo WIN-T 139,625 *— W-TWO —— _ 
Ben B. Baylor, Jr., v.p. & €. m.; Murray Carpenter, p. & treas.: 
Robert C. Currie, Jr.. prog. m. Rudolph Marcoux, bus. m 
Poland Spring WMTW 272,923 _ 
IOWA John H. Norton, Jr., v.p. & g. m.: 
Paul Tiemer, sls. m. 
Ames WOL-TV 315,600 — ° 
Richard B. Hull, g. m.; Robert C. Portland WCSH-TV 173,767 100 
Mulhall, opertns. m. | Jack S. Atwood, st. m. & sls. m. 
Cedar Rapids KCRG-TV 288,660 | WGAN-TV 189,635 100 
Wade S. Patterson, g. & sls. m. Creighton E. Gatchell, v.p. & 
WMT-TV 272,700 14 | g. m.: Richard E. Bates, sls. m. 
William B. Quarton, > &¢ . | 
Lewis Van Nostrand, ¢. s ‘m. "LAND 
Davenport  WOC-TV | MARY ane 
Ernest C. Sanders, resident m.: | Baltimore WAAM 053 
Mark Wodlinger. sls. m. Ken seen. 6. es AS Armand Grant, 
Des Moines WHO-TV 302,000 30 _asst. & 
Paul A. Loyet, v.p. & res. m.; WBAL-TV 613,053 100 
Harold W. Fulton, sls. m. Leslie H. Peard, Jr., sl. m.; F. W. 
KRNT-TV — Cardall. bus. m. 
Robert Dillon, g. m.; Paul Elliott, WMAR-TV 613,053 102 
ec, m. E. K. Jett, v.p. & d.; Ernest A. 
| Lang, sls. m. 
Fort Dodge KQTV 36,812 _ 
: Salisbury WBOC-TV 52,860 
ag ge at ces | John W. Downing, p.: Charles J. 
. ens Truitt, v.p., g. m. & c. m. 
Mason City KGLO-TV 135,932 —_— | 
Herbert R. Ohrt, ex. v.p. & g. m.; | 
Walter Rothschild, nat. sls. m. | MASSACHUSETTS 
Sioux City KTIV 152,835 *— | Adams WwMGT 169,015 — 
Dietrich wae, p.; L. L. McCurnin, (Pittsfield) William P. Geary. m. 
sis. Boston WBZ-TV 1,322,680 641 
KVTV 153,564 50 W. C. Swartley, v.p. & g. m.; C. H. 
Robert R. Tincher, g. m.; Donald Masse, sis. m 
D. Sullivan, adv. d. | WNAC- “FV 1315, 246 . __ 
WwW y 200 | Norman Knight, ex. v.p. & g. m.; 
Wea soe =: De Ee. | Thomas H. Bateson, sls. serv. 
aa, =. Cambridge WTAO-TV 200,000 = — 
(Boston) wae Dunlap, ¢. m.; Ted Pitman, 
KANSAS m. 
Great Bend KCKT-TV 144,350 — Springfield WHYN-TV 190,000 
Les Ware, g. m.; Otis Cowan, Charles N. DeRose, g¢. m.; Patrick 
ce. mi. J. Montague, c. m. a 
ay | ed a ‘ William L Session. oot James 
(Wichita) Howard 0. +?" g. m.: BE. W. H. Ferguson i. ce ge 
ER Worcester WWOR-TV | 116,992 — 
ets RE Wad 123,447 = Ansel E. Gridley, v.p. & €. m.; 
2 oe Pree ie enn Leonard V. Corwin, c. m. 
Topeka WIBW-TV 133,982 11 
Ben Ludy, g. m.; Hilt Hodges, 
a. 1 pee “4 = MICHIGAN 
Wichita KAKE-TV 226,560 Ann Arbor WPAG-TV 28,000 
Martin Umansky, ¢. m. Donivan Edward F. Baughn, ¢. m.; en- 
D. Waldron, nat. sls. m. neth MacDonald, sls. m. 
KEDD 160,968 -— Bay City WNEM-TV 312,555 75 
Stanley Durwood, p. & g. m.; | ee, E. F sey gs. m.; James 
Dean Campbell, sis. m erity, Jr 
” Cadillac WWTV | 305,874 = 
David F. Milligan, g. m.; John F. 
KENTUCKY Cundiff, sls. m. 
Henderson WEHT 88,003 25 | Detroit CKLW-TV 1,400,000 —_ 
Cecil M. Sansbury, g.m.; Charles J. E. Campeau, p. & g. m.; E. 
C. Palmisano, sls. m. Wilson Wardell, gen. sls. m. 
| WJBK-TYV 1,590,4 600 
Leutngite oy ig les. Ox. ¥ ac. um. | Bill Michaels, mng. d.; Maurice 
Jim “aoe sis. P. | MeMurray, nat. sls. m. 
- WWs-TV 1,530,000 300 
Louisville WAVE-TV 466,671 29 Edwin K. Wheeler, g. m.; Don 
Nathan Lord, g. m.; Ralph Jack- DeGroot, asst. g. m. 
son, ¢. m. | WXYZ-TV 1,516,000 
WHAS-TV ———— — James G. Riddell, p. & g. m.; John 
Victor A. Sholis, d.; Albert J. F. Pival, v.p. chee. tv. 
Gillen, sls. d. Flint WJIRT—12 Oct. "55 
Grand Rapids WOOD-TV 540,321 150 
LOUISIANA Willard Schroeder, g. m.; Arthur 
M. Swift, gen. sls. m. 
Alzestre Eoin’ i. Coke. m.: Marcin | Eslamasce WESOTV 587,250 200 
a be: 1 5. . Carl E. Lee, v.p. & mong. d.; 
_ ». = Donald W. DeSmit, sls. m. 
Baton Rouge WAFB-TYV _ 82,000 _ Lansing WJIM-TV 435,980 1,000 
Tom E. Gibbens, v.p. & g. m.; Howard Finch, v.p. & g. m.; Rich- 


Lafayette 


Lake Charles 


Monroe 


New Orleans 


Shreveport 


Bangor 


Ron Litteral, sls. m. 


WBRZ 164,650 — 
J. Roy Dabadie, g. m. 
KLFY-TV 45,330 a 


W. H. Patton, g.m. 

KPLC-TV 66,78 1 

David Wilson, g. m.; Pelham Mills, 
Jr., c. & opertns. m. 

KTAG-TV 62,167 — 

William F. MHession, ¢. 
Harper Clarke, asst. m. & sls. m. 

KNOE-TV 235,000 _ 

Paul H. Goldman, v.p. & g. m.; 
Jack Ansell, Jr., c. & prom. m. 

WDSU-TV 340,152 200 

Robert D. Swezey, ex. v.p. & 
gs. m.; A. Louis Read, v.p. & 
e. m. 

WIMR-TV 131,711 121 

George A. Mayoral, exec. v.p. & 
g.m.; Paul Beville, sls. m. 

KSLA 88,000 

Winston B. Linam, st. m.; 
R. Flett, nat. sls. m. 

KTBS-TV — 

E. Newton Wray, p. & g. m.; Marie 
Gifford, c. m. 


Deane 


MAINE 
WABL-TV 98,650 — 
Leon P. German, Jr., g. m.; Mil- 

ton Chapman, loc. sls. m. 





Marquette 
Saginaw 


Traverse City 


Austin 
Duluth 
(Superior) 


Minneapolis- 
St. Paul 


ard E. Nason. oprtns. d. 
WTOM-TV 63,850 _ 
L. G. Christion, p. & g. m.; Leon- 

ard P. Frankel, sls. m. 

W AGE-TV—Ocet. °55 

WKNX-TV 110,000 6 

Howard H. Wolfe, st. m.; Robert 
M. Chandler, c. m. 

WPBN-TV 44,298 

John Anderson, st. m.; R. E. Det- 
wiler, c. m. 


MINNESOTA 


KMMT-TV 54,515 

Gene Loffler, m.; Don E. Toman, 
sls. d. 

KDAL-TV 106,500 _— 

Dalton Le Masurier, g. m.; Odin 
S. Ramsland, c. m. 

WDSM-TV 110,000 

Rodney A. Quick, v.p. & g. m. 
Thomas Gavin, sls. m. 

KSTP-TV 615,000 200 

Stanley E. Hubbard, p. & g. m.; 
Marvin Rosene, gen. sls. m. 

WCCO-TV 690,3 500 

F. Van Konynenburg, exec. v.p. & 
g.m.; Robert N. Ekstrum, sls. m. 

WTCN-TV 600,000 — 

Miller C. Robertson, v. p. & g. m.: 
David Cole, tv sls, m. 


(Continued on page 118) 










and 
up-to- 


By HOYLAND BETTINGER 


This complete guide to good 
showmanship in TV practice, 
long the leading volume in the 
field, has now been revised 
and brought up to date to 
cover the latest developments 
in the medium, including col- 
or. From the rough script out- 
line to the finished program, 
every phase of television pro- 
duction is discussed, in a book 
that will appeal to beginner 
and expert alike. A bundantly 
illustrated, 


$5.00 at all bookstores 


HARPER & BROTHERS 
N. Y. 16 


49 East 33rd St., 


«-«for your next social 
function, select a setting 
that pays tribute to your 
preference for the finest. 


BANQUETS MEETINGS 
WEDDINGS 
RECEPTIONS PARTIES 


A selection of ballrooms 
unmatched for magnifi- 
cence to accommodate 
groupsof any size up to500. 





BANQUET DEPARTMENT 
ELDORADO 5-2500 


HOTEL 


PARK AVE. AT 59TH STREET 
N NEW YORK y 
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City Station Vhf Unf 

KEYD-TV "585,000 

Lee L. Whiting, v.p.. g. m. & als. 
m.; Raymond J. Tenpenny, asst. 


_Color 





s. ‘m. 
Rochester KROC-TV 172,833 


Williard Lampman, st. m.; War 
ren L. Miller, gen. sls. m. 
MISSisSSIPrri 
Columbus WCBI-TV 17,000 
Bob McRaney, g. m.; Joseph Car- 
son, st. m. 
Jackson WLBT 135,000 25 
Fred Beard, g. m.; Frank Gentry, 
ec. m,. 
WaTv 118,000 — 
Owens F. Alexander, m._ tv 


opertns.: Bill Carlier, sls. m. 





TOP LEVEL 
TV EXPERIENCE 


NEW YORK ONLY 


Well TV-Radio Executive 
with unusual record of both network 


known 


and station experience will be avail- 


able soon. Industry-wide reputation 
for administrative ability and getting 
things done. 


Box 500, Television Age 











expert 
tv lighting 


low cost... 
flexible 


One of the largest 
suppliers of tem- 
porary lighting 
facilities any- 
where in the U.S. 
and Canada. 


Rental equipment 
Service includes 
installation and 


removal at one 


low cost. 
free estimates 


Write for Free 
atalog of Equipment 


Department TA 
234 Piquette Ave. 
Detroit 2, Michigan 
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City Station Vht Unt Color 
Meridian WTOK-TV 60,000 _ 
Robert F. Wright, p. & g. m.; 
William B. Crooks, v.p. & c. m. 
Tupelo WTWV—9 Fail ’55 
MISSOURI 
Cape KFVS-TV 131,000 — 
Girardeau Robert O. Hirsch, st. m.; Jack 
Ramey, sls. m. 
Columbia KOMU-TV 98,643 _ 
Claude F. Ratliff, Jr., st. m.; John 
O. Conwell, sls. m. 
Hannibal KHQA-TV (see } ya Til.) 
Jefferson City KRCG-TV 118 _ 
Mrs. Frank oo, p. & g.m. 
Joplin KSWM-TV 100,444 12 


Kansas City 


St. Joseph 


St. Louis 


Sedalia 


Springfield 


Billings 

Butte 

Great Falls 

Missoula 

Hastings 

Holdrege 
(Kearney) 


Lincoln 


Omaha 


Scottsbluff 


Henderson 
Las Vegas 


Reno 


Manchester 


Mt. Washing- 
ton 


Albuquerque 


Austin A. Harrison, p.; D. T. 
Knight, loc. sls. m. 


KCMO-TV 499,891 124 

E. K. Hartenbower, g. m.; S. B. 
Tremble, ¢. m. 

KMBC-TV 494,323 110 


John T. Schilling, v.p. & g. m. 
George J. Higgins, v.p. & sls. n. 

WDAF-TV 491,323 124 

Wm. A. Bates, st. m.; E. Manne 
Russo, sls. m. 

KFEQ-TV 139,626 — 

Barton Pitts, g. m.; Glenn G. Gris- 
wold, c. m. 

KSD-TV 801,630 65 

George M. Burbach, g. m.; Guy 
E. Yeldell, sls. m. 

KTVI 367,653 os 

Paul E. Peltason, p. & g. m. 

KWK-TV 725,000 

Robert T. Convey, p. & g. m.; 
V. E. Carmichael, v.p. & sls. a 

KDRO-TV 57,000 


H. W. Brandes, g. m.; Jima 
Glenn, sls. m. 

KTTS-TV 87,774 12 

G. Pearson Ward, v.p. & g. m. 

KYTV 90, 


800 
R. L. Stufflebam. co-mgr. & als. 
m.; Carl Fox, co-mer. 


MONTANA 
KOOK-TV 22,000 —_ 
Vv. V. “Bud” Clark, g. m.; John 
H. Conner, c. m. 
KXLF-TV ——— — 
E. B. Craney, p.; Jim Manning, 
gs. m. 
KFBB-TV 23,500 —_ 
LeRoy Stahl, st. m.; W. C. Blanch- 
ette, c. m. 


KGV0O-TV 20,708 —_— 
A. J. Mosby, p. & m.; Harry Ennis, 
sls. m. 
NEBRASKA 
KHAS-TV—5 Oct. °55 
KHOL-TV 70,658 a= 
Jack Gilbert, st. m.; Al McPhil- 
lamy, els. m. 
KOLN-TV 129,426 a 
A. James Ebel, st. m.; Thomas L. 


Young, sls. m. 
KMTV 312,530 150 
Owen Saddler, ex. v.p. & g. m.; 

Arden Swisher, g. sls. m. 
Wwow-TV 314,505 a 
Frank P. Fogarty, v.p. & g. m.: 

Fred Ebener, sls. m. 
KSTF 


William C. Grove, g. m.; C. P. 
Cahill, c¢. m. (Satellite of KFBC- 
TV Cheyenne, Wyo.) 

NEVADA 

KLRJ-TV 26,300 12 

Bob Gardner, g. m.; Pat Burke, 
loc. sls. m. 

KLAS-TV 28,000 _— 

R. G. Jolley, p. & m Marian 
Y. Komar, c. m. 

KZTV 21,538 


Harry Huey, g. m.; Richard Colon, 
sls. m. 


NEW HAMPSHIRE 

WMUR-TV 469,017 a 

Norman A. Gittleson, ex. v.p. & 
gz. m.; Gordon E. Moore, nat. sls. 


m. 
WMTW (see Poland Spring, Me.) 


NEW JERSEY 
WATV 4,730,000 — 
Irving R. Rosenhaus, p. & g. m.: 
William Crawford, sls. d. 


NEW MEXICO 

KGGM-TV 60,515 — 

A. R. Hebenstreit, p. & g. m.; 
George Morgan, c. m. 

KOAT-TV 58,166 

Ted L. Snider, st. m., Mel Drake, 
gen. sis. m. 

KOB-TV 60,515 

Wayne Coy, p. & g. m.; Rolf ‘s. 
Nielsen, tv sls. m. 


| 





City Station vhf Unf Color 
Roswell KSWS-TV 28,318 
John A. Barnett, o. & g. m. : Paul 
B. McEvoy, sls. d. 
NEW YORK 
Albany WROW-TV 175,000 —_ 
(Schenee- Thomas S. Murphy, ¢. m.; Harry 
tady-Troy) L. Goldman, st. m. 
Binghamton WNBF-TV 388,750 20 
George R. Dunham, g. m.; Andrew 
G. Hubbell. sls. m. 
Bloomingdale WIRI 96,880 — 
(Lake Placid) Carl F. Stohn, Sr.. p. & &. m.; 
Al La France, sls. m. 
Buffalo WBEN-TV 473,631 200 
George R. Torge, st. m.; Nicholas 
J. Malter, sis. m. 
WBUF-TV 170,000 — 
Gary L. Cohen, ex. v.p.; Bob 
Brennan, sls. m. 
WGR-TV 473,954 246 
Joseph J. Bernard, v. p. & g. m.; 
G. Paschall Swift, sls. m. 
Carthage WCNY-TV 69,670 — 
(Water- James W. Higgins, st. d.; Alfred 
town) M. Tauroney, sls. m. 
Kingston WKNY-TV 36,200 — 


New York 


Rochester 


Schenectady 
(Albany- 
Troy) 

Syracuse 


Utica 


Asheville 


Charlotte 


Durham 


Fayetteville 
Greensboro 


Greenville 
Raleigh 


Washington 
Wilmington 


Winston- 
Salem 


Bismarck 


Fargo 


Minot 


Robert M. Peebles, v.p. & &. m.; 
Robert L. Sabin, v.p. 


WABC-TV 4,730,000 _ 

Ted Oberfelder, ¢. m.; Lawrence 
L. Wynn, sls. m. 

WABD 1,362,300 3,000 


George L. BarenBregge, st. m. & 
sls. m. 

WATV (see Newark) 

WCBS-TV 4,730,000 3,000 

Sam Cook Digges, ¢. m.; Frank 
Shakespeare, sls. m. 

WOR-TV 4,730,000 — 

Gordon Gray, g. m.; Charles Phil- 
ips. sls. m. 

wPlx 4,730,000 — 

Fred M. Thrower, g. m.; John A. 
Paterson, sls. m. 

WRCA 4,730,000 3,000 


Hamilton Shea, g. m.; Jay J. 
Heitin, sis. m. 


WHAM-TV 312,000* 50 

William Fay, p.: John W. Kennedy, 
Jr.. v.p. *55,000 Canadian 
coverage. 

WHEC-TV 295,500 200 


C. Glover DeLaney, v.p. & g. m.; 
LeMoine C. Wheeler, g. sls. m. 

WVET-TV 295,500 200 

Ervin F. Lyke, p. & g. m.; 
Arthur Murrellwright, sls. m. 

WRGB 442,300 — 

Raymond W. Welpott, st. m.; Rob- 
ert F. Reid, sls. m. 

WHEN-TV 369,580 650 


Paul Adanti. vp. & &. Mm.; 
Frederick Menzies, c. m. 
WSYR-TV 369,580 300 


E. R. Vadeboncoeur, p. & g. m.; 
W. R. Alford, nat. sls. d. 

WKTV 170,000 215 

Michael C. Fusco, g. m. & sls. m. 


NORTH CAROLINA 
WISE-TV 40,000 _ 


Harold H. Thoms, g. m.; Joseph 
J. Master, sls. m. 

WLOS-TV 328,950 —_ 

J. E. Edmonds, ¢. m.: Bradley 


H. Roberts, c. m. 
WBTV 197,775 78 
Charles H. Crutchfield, ex. v.p. & 
g. m.; Wallace J. Jorgenson, gen. 
sis. m 


WwTvD 249,000 


Harmon L. Duncan, p.; Mike 
Thompson, sls. m. 
WFLB-TV—18 Oct. °55 
WFMY-TV 330,810 68 
Gaines Kelley, g. m.; Joseph E. 


Lake, sls. m. 
WNCT 112,000 _ 
A. Hartwell Campbell, ¢. m.; John 
G. Clark, Jr., c. m. 


WNAO-TV 125,000 20 
John H. Bone, g. m.; Earl Welde, 
ce. m. 
WITN—7 Oct. °55 
WMFD-TV 72,500 _ 
R. A. Dunlea, Jr., m.; Claud 
O’Shields, sls. m. 
WSJS-TV 280,212 110 
Harold Essex, g. m.; Harry B. 
Shaw, sls. m. 
WTOB-TV 99,053 —_ 
John G. Johnson, g. m. 
NORTH DAKOTA 
28,750 —_ 


KFYR-TV 
F. E. Fitzsimmonds, ex. v.D.; 
A. L. Anderson, sls. m. 
WDAY-TV 80,000 _ 
— —. st. m.; Tom Barnes, 
Kxge-TV (see aw City) 
KCJB-TV 28 
John W. Boler, 
Buechler, c. - 


. g. m.; Henry 

















City Station vht Unt Color City Station vVht Uhf Color 
Valley City KXJB-TV 80,000 300 PENNSYLVANIA 
John W. Boler, p. & g. m.; Wm. L. 
Hurley, v.p. chge. sls. Altoona at gn Rie — P Pa 
a nyder, mng. 4d.; ree 
Burgeon, oper. m. 
ouIO | Bethlehem §WLEV-TV 39,30 
Akron WAKR-TV 174,066 —_ | Thomas R. Nunan, Jr., st. m.; 
S. Bernard Berk, p.; Roger G. J. R. Gulick, nat. ny 
Berk, v.p. & g.m. Easton WGLV 106,1 _ 
Ashtabula WICA-TV 116,285 — | J. R. Porterfield, ¢. m.; Nelson 8. 
John A. = ag g. m.; Donald | Rounsley, bus. m. 
Fassett, bus. | Erie WIcU 218,500 150 
Cincinnati WCPO-TV 767, pale Ben McLaughlin, g. m.; Karl R. 
M. C. Watters, v.p. & g. m.; C. L. __Nelson, ce. m. 
(Chick) Doty, sls. d. WSEE ae 
WKRC-TV 767,728 1,000 Charles E. Denny, ¢. m.; n 
David G. Taft, ex. v.p. & g. m. | Boyce, c. m. 
Robert T. Schlinkert, g. sls. m. Harrisburg WCMB-TV _ 
WLW-T 525,000 92 Ed K. Smith, ¢. m. 
R. E. Dunville, p.; Robert Boul- WHP-TV 193,002 _ 
a ‘+ m. A. K. Redmond, g. & ¢. m. 
Cleveland j Ss 102,150 | WTPA 193,002 
James C. Hanrahan, ¢. m. John | David J. Bennett, g. m.; Allen P. 
H. Foley, loc. sls. m. " | Solada, sis. m. 
WNBK 1,210,000 10 | . > 
tog ne | Johnstown WARD-TY 60,000 — 
idega B. Yoder. ¢. m.; Wiliam 5. Richard J. Butterfield, g. m. & sls. 
nn, asst. g. m. & sis. d. | pa 
wx 1,100,460 +7 WJAC-TV 887,175 290 
Franklin C. Snyder, mng. d.; R. C. Alvin D. Schrott, m.; John H. 
aiid wintiet ee | Hepburn, sls. m. 
Columbus /BNS-TV 64.756 —S 7 
. Lancaster WGAL-TV 912,950 30 
Richard A. Borel, tv d.; Robert | Harold E. Miller, st. m.; Leroy K. 
wan Thomas, sls. m. Strine, c. m 
w-C 350,800 — Bagley: 26 
James Leonard, v.p. & g. m.; Philadelphia WCAU-TY 2,004,852 ho 
Charles Dodsworth, sls. d.  ~<- be gs em . Ss. . 
WTVN-TV 381,451 . redy, + Ss. ° 
Joseph W. McGough, s. m.; Rob. | WFIL-TV 2.105.436 = 1.008 
ert C. Wiegand, asst. on & oa 5 enne 
Dayton WHIO-TV 637,330 — | ; —— 37 
‘4 | WPTZ 2,088,322 375 
aches. ead. 6. m.: Waller | R. V. Tooke, g. m.: Alexander W. 
WLW-D-S31,009 ; * Dannenbaum, Jr., m. 
H. Peter Laske1 & ° Pittsburgh § KDKA-TV 1,134,110 100 
"George Gray. ¢. = rae Harold C. Lund, g. m.; Lloyd G. 
Lim WIMA-TV P = Chapman, sis. m. 
. ‘eo ——s . = WENS 475,000 — 
Robert W. Mack, v.p. & ¢. m.; Larry H. Israel, v.p. & €. m.; 
OC. B, Maller. ine. ots. me. Donald P. Menard, sls. m. 
Steubenville WSTV-TV 1,074,415 —_ WWSW—11 Fall ’55 
John J. Laux, exec. v.p. & g. m.; Reading WHUM-TV 297,112 _ 
Joseph M. Troesch, asst. g. m. | Humboldt J. Greig, v.: Robert M. 
‘Teledo WSPD-TV 374,030 | Reuschle, nat. sls. m. 
Allen L. Haid. v.p. & mng. a: | Seranton WARM-TV 250,000 — 
Bill Ashworth, nat. sis. m. William Dawson, v.p. & st. m.; 
Youngstown WFMJ-TV 160,000 100 | — ta m. 
William F. Maag, Jr., p.; Mitch 7 000 — 
Stanley, st. =a 8 sls. ~ Robert E. McDowell, st. m.;George 
WKBN-TV 151,168 100 D. Coleman, nat. sls. m. 
oe ~~ Se a6 Thomas W. Jones may George 
wden, st 
Zanesville WHIZ-TV 45,000 _Winteretain, prem. 4 
Allan Land. mng. d.; Nate Milder, | Wilkes-Barre ae ty metttine enh is 4 
8 . . VD. > 8 
“ Ernest Lewis, sls. m. 
| WILK-TV 267,000 — 
| Roy E. Morgan, ex. v.p.; Thomas 
OKLAHOMA } P. Shelburne, m. d. 
Ada KTEN 86,400 Williamsport WRAK-TV—36 Fall ’55 
Bill Hoover, v.p. & g. m. Brown York WNOW-TV 97,000 _ 
Morris, sec. treas. & st. m. | Richard E. Burg, st. m. & prog. d.; 
Enid KGEO-TV 306,000 ioe _Robert M. Stough, sls. m. 
George Streets, sec. & m.; Tom WSBA-TV 106,700 — 
Belcher, sls. m. Louis J. Appell, Jr., p 
Lawton KSWO-TV 70,000 — 
Ross B. Baker, st. m.; Al Shore, RHODE ISLAND 
sls. m. 
Musk KTV 8, — | Providence WJAR-TV 1,404,002 200 
beat L. ey TE ag & ¢. m.; Peter B. James, st. m.; Ed Bog- 
Ben Holmes, nat sls. d. weet atotese ne 
Oklahoma = KTVQ 220,006 = — | William §. Cherry, Jr., p. 
City R. Mack Lester, st. m.; Ray Wil- | . , 
son, ¢c. m. 
KWTV 341,500 100 
Edgar T. Bell, v.p. & g. m.; Fred | SOUTH CAROLINA 
L. , sls. m. 
WKE-TV 311,146 118 | Andersen WAIM-TV 127,550 = — 
P. A. Sugg, ex. v.p. & st. m.; | Glenn P. Warnock, g. m.; Fisher 
John Haberlan, nat. c. m,. — Darden, c. m. 
Tulsa KOTV 281,588 60 | Charleston WCSC-TV 197,118 * — 
C. Wrede Petersmeyer, p. & g.m.; | mp yg & net rs : 
KVO0-TV 295,050 500 WUSN-TY 174,608) 
C. B. Akers, g. m.; John Devine, J. re ees Phil Porter- 
ce. m. 
Columbia WCOS-TV 95,000 a 
Stewart Spencer, tv d.; Wayne 
OREGON Poucher, sls. m. 
Eugene KVAL-TV 54,000 _ WES-TV 168,806 
S. W. McCready, v.p. & g. m.: = rt Batson, mng. d.; Law 
Glenn Nickell, sls. m WNOK-TY m. 82,000 
Klamath Falls KFJ1-TV—2 Fall ’35 H. M Zs McEl 7 - 
Medford KBES-TV 28,700 _ : oody McElveen, Jr., g. m. 
Jerold R. Poulos, m.; Edward os. &. 
Barnett, c. m. Florence ie A jo gg i a a 
Portland KOIN-TV 340,000 50 . ee ae SS Cee 
C. Howard Lane, v.p. & mng. d.; H. Brock, loc. sls. m. 
John Palmer, nat. sls. m. Greenville WFBC-TV 380,337 _— 
KPTV 287,204 200 B. T. Whitmire, m.; R. Q. Glass, 
Russell K. Olsen, mng. 4d. ec. m. 
KLOR 286,000 a WGVL-TV 125,000 — 
S. John Schile, g. m.; Jack Was- Ben K. McKinnon, v.p., g. m. & 


son, loc. sls. m. 





sls. m. 





City Station Vhi Uhf Color 
SOUTH DAKOTA 
Rapid City KOTA-TYV 6,500 _ 
Leo D. Borin, g. m.; Jack A. Crow- 
ley. sls. m 
Sioux Falls KELO-TV 148.201 — 
Joseph L. Floyd, p.: E. A. Nord, 
s. m. 
TENNESSEE 
Chattanooga WDEF-TV 144,718 — 
Harold E. Anderson, m.; Otis H. 
Segler, sis. m. 
Jackson WDXLTV 91,500 — 
Aaron B. Robinson, p. & g. m.; 
Jack Murphy, sis. m. 
Johnson City WJHL-TV 168,123 — 
W. H. Lancaster, Jr., vp. & g¢. m. 
Knoxville WATE-TV 200,160 so 
W. H. Linebaugh, g. m.; John T. 
McCloud, ¢. m. 
WTSK-TV 171,000 30 
John A. Engelbrecht, p.. ¢. m. 
& sis. m. 
Memphis WHBQ-TV 362,929 — 
John Cleghorn, v.p. & g. m.; L. O. 
Dobson, sls. d. 
wMCcT 362,929 65 
H. W. Slavick, g. m.; Earl More- 
land, asst. m. tv opertns. 
Nashville WSIX-TV 250,500 — 
R. D. Stanford, Jr.. p. & ¢. m.; 
E. S. Tanner, tv. c. m. 
WSM-TV 252.367 6e 
John H. DeWitt, Jr.. p.: Irving 
Waugh, c. m. 
Old eee | WLAC-TV 256,829 — 
(Nashville) T. B. Baker, Jr.. ex. v.p. & g. m.;: 
Robert M. Reuschle, nat. sis. m. 
TEXAS 
Abilene KEBC-TV 56,310 oe 
John Kelly, st. m.; Forest Lane, 
nat. & reni. sis. m. 
Amarillo KFDA-TV 73,641 
Ed Moore, g. m.: Murry Woereas, 
tv sls. m. 
KGNC-TV 73,641 * 
Bob Watson, st. m. & pgm. a; 
Bill Clarke, sls. m 


(Continued on page 120) 
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City Station vnt Unt Coler 
Austin KTBC-TV ma 
J. C. Kellam, g. m.; O. P. (Bob) 
Bobbitt, sls. m. 
Beaumont KBMT 47,000 
Randolph C. Reed, p., 0. & sls. m. 
KFDM-TV 101,000 
[a dees ae ee. 6 & 
Mott M. Johnson, ea &c. m. 
Big Spring KBST-TV—9 Oct. ’5 
Corpus KVDO-TV Seem _ 
Christi L. W. “Bud” Smith, g. m.; Bob 
Williams, c. m. 
RLD-TV 481,489 150 
Derrl. Werth) Roy <4 Flynn, st. m.; Gene Cuny, 
WFAA-TV 431,489 150 
Ralph Nimmons, st. m.; Mike 


Fort Worth 
(Dallas) 
Galveston 


Harlingen 


Houston 


Longview 


Lubbock 


Lufkin 


Midland 


San Angelo 


San Antonio 


Temple 


Texarkana 
(Tex.-Ark.) 
Tyler 


Weslaco 


Shapiro, c. m. 

KFJZ-TV—11 Oct. ’55 

KROD-TV 75,621 

Val Lawrence, v.p. & g. m. : Dick 
Watts, gen. sls. m. 

KTSM-TV 74,145 _— 

Karl O. Wyler, p. & g. m.; Roy 
T. Chapman, v.p. & sls. m. 

WBAP-TV 490,000 

George Cranston, st. m.; 
Bacus, c. m. 

KGUL-TV 415,650 

Paul E. Taft, p. & g. m. : Robert 
S. Wilson, g. sls. m. 

KGBT 77,383 —_— 

Troy McDaniels, ¢. m.; Ingham S. 
Roberts, c. m. 

KGUL-TV (see Galveston) 

KPRC-TV 415,000 100 

Jack Harris, v.p. & g. m.; Jack 
McGrew, asst. m. & c. m. 

KTRK-TV 421,000 

Willard E. Walbridge, g. m. Bill 
Bennett, c. m. 

KTVE 48,000 _ 

Barre ea st. m.: A. James 
Henry, g. 

KLTV (see Tyler) 


325 
Roy 


KCBD-TV $1,478 *_— 

Joseph H. Bryant, p.; George L. 
Tarter, v.p. 

KDUB-TV $4,478 a 

W. D. (Dub) Rogers, p.; George 
Collie, nat. sls. m. 

KTRE-TV _ 


Richman Lewin, v.p. & g. m. 

KMID-TV 541,000 

Ray Herndon, g.m.; Lambert Cain, 
ce. m. 

KTXL-TV 41,243 

J. H. Hubbard, g.m.; George Olsen, 
ce. m. 

KENS-TV 260,557 35 

Albert D. Johnson, g. m.; Wayne 
Kearl, c. m. 

WOALTV 264,406 30 

James M. Gaines, v.p. & g. m.; 
Ed V. Cheviot, c. sls. m. 

KCOR-TV — 

W. P. Smythe, my & g. m.; R. A. 
Cortez, Jr., m. 

KCEN-TV 125,136 

Harry Abbott, st. m.; 
Bishop, g. m. 

KOCMC-TV 152,940 — 

Walter M. Windsor, ¢. m. & c. m. 

KLTV 10 _ 

Marshall H. Pengra, g. m. 


Burton 


KANG-TV 52,173 — 
Bob Walker, st. m.; Chas. L. 
Howell, asst. m. 


KCEN-TV (see Temple) 

KWTX-TV 79,108 

M. N. Bostick, v.p. & g. m. ; Mack 
Brinegar, sls. m. 

KRGV-TV 74,683 

Byron W. Ogle, exec. g. m.; Ken- 











Professional 16mm Sound-On-Film Motion 
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Commercials and Kinescope Recording off 
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BERNDT-BACH, Inc. 
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neth E. Markel, nat. & reni. 
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City Station Vhi Unt Color vlty Station Vht Uhf Color 
Wichita Falls KFDX-TV 96,690 15 John T. Gelder, Jr.. ¢. m.; John 
Howard H. Fry, v.p. & &§. m.; wadee Jr., ae. m. rad.-tv 
George Craig, loc. sls. m. (see Huntington) 
KWFT-TV 99,110 — | Clarksburg WBLK-TV—12 Fall ’55 
Kenyon Brown, p. Huntington WCHS-TV (see Charleston) 
WSAZ-TV 589,844 
Lawrence H. Rogers, v.p. & g. m.; 
UTAH Robert E. White, tv sls. m. 
WHTN-TV 
Salt Lake KSL-TV 178,000 130 A. B. Hyman, p. 

City D. Lennox Murdoch, v.p. & g.m.; | vak Hill WOAY-TV 306,000 — 
Edward B. (Ted) Kimball, g¢. (Beckley) Robert R. Thomas, Jr., o. & g. m.: 
sls. m James Pridemore, prdn. & sls. 

KTVT 178,800 175 _m. 
G. Bennett Larson, p., ¢. m. & | Parkersburg WTAP 35,902 -_ 
Qo . a . Milton F. Komito, st. m.; Jerry 
, - mm Burns, sis. m. 
KUTV 181,500 - Wheeling WTRE-TV 311,650 92 
Brent Kirk, st. m. & sls. d. Robert W. Ferguson, ex. v.p. & 
| g. m.; H. Needham Smith, sls. 
VERMONT m. 
Burlington WCAX-TV 122,434 — | WISCONSIN 
Stuart T. Martin, v.p. & g. m.; Eau Claire WEAU-TV 82,350 ne 
John A. Dobson, sls. m. Leo Howard, g. m. & sls. m.; 
Richard Kepler, st. m. 
VIRGINIA Green Bay WBAY-TV 235,000 —— 
Burke Farquhar, st. m.; Robert 
Hampton WVEC-TV (see Norfolk) C. Nelson, sls. m. 
Harrisonburg WSVA-TV 113,406 ae rv sep Biestactte) 
‘ WFRV-TV 200,000 —_ 
Frederick L. Allman, p. & g. m.; John Schulz, st. m.: Ward 0. 
Howard C. Evans, sls. m. | Gage, sls. m. 
Lynchburg WLVA-TV 225,000 — | La Crosse WKBT 100,500 — 
Philip P. Allen, vp. & g. m.; | Howard Dahl, g. m.; Robert Z. 
Joseph F. Wright, Jr., c. m. —— Morrison, Jr., sls. m. 
Norfolk WTAR-TV 363,658 50 me nae, ey Siiaont 
Campbell Arnoux, p. & g. m.; eae Ot va = 
Robert M. Lambe, gen. sls. m. WMTV | —_—O*«~*—é«~2AL2S 08 . 
WVEC-TV ’ 148,000 126 | Morton J. Wagner, st. m.; Peter P. 
Thomas P. Chisman, p. & g. m.; Ther, sls. m. 
Harrol A. Brauer, Jr., v.p. & Marinette WMBV-TV 211,440 
sls. d. (Green Bay) Joseph D. Mackin, g. m.; William 
Petersburg © WXEX-TV — | R. Walker, tv. m. 
Irvin G. Abeloff, v.p., nat. sls. m. | Milwaukee WwxIx 398,255 —_ 
& mng. d.: George R. Oliviere, Edmund C. Bunker, sta. m.; Theo- 
loc. sls. m. dore C. Shaker, sls. m. 
; tials dine WTMJ-TV 781,222 220 
Portsmouth merig wt! ‘ ; 4 Walter J. Damm, g. m., tv. & rad.; 
To ae ord, ¢. m.; Winston Neale V. Bakke, sls. m. 
ienieae adi WISN-TV 550,000 —_ 
Richmond WTVR 494,387 300 | I. E. Showerman, g. m.; L. A. 
Wilbur M, Havens, g. m. & ec. Larson, sls. m. 
m.; Walter A. Bowry, Jr., asst. Superior KDAL-TV (see Duluth, Minn.) 
gs. m. & asst. sls. m. WDSM-TV (see Duluth, Minn.) 
WOTV—29 Fall *55 Wausau WSAU-TV 71,200 —_ 
Roanok aT George T. Frechette, v.p. & g¢. m.; 
C) } amg BY coreg bas an | Richard D. Dudley, asst. g. m. 
Fitzpatrick, asst. & c. m. oes. 
WDBJ-TV—7 Fall ’55 | WYOMING 
. 7 | Cheyenne KFBC-TV 49,000 
WASHINGTON | Wm. C. Grove, g. m.; Charles P. 
Bellingham KVOS-TV 192,886 Cahill, ¢. m. 
Rogan Jones, p.; Fred Elsethagen, | 
sls. m. ALASKA 
Pasco KEPR-TV 57,750 aie | Anchorage KENI-TV 18,420 —_ 
Thomas C. Bostic, v.p. & g. m.; | Jack D. Ellison, g. m.; James G. 
H. R. Cary, sls. m. (Satellite of Duncan, sls. m. 
KIMA-TV, Yakima) rere m 17,500 = 
TLS . G. Hiebert, g. m. 
bie = KING-TV 443,600 182 | Fairbanks .KFAR-r'V —— —_ 
(Tacoma) a P. Brandt, v.p. & g. m.; A. James G. Duncan, g. m. & chf. 
_P. Hunter, c. m. | engenr.; Phil Howarth. sls. m. 
KOMO-TV 443,600 182 | KTVF 4,500 om 
W. W. Warren, v.p. & g. m.; Ray | Walter A. Welch, m.; John M. 
Baker, v.p. & c. m. Griffin, c. m. 
KTNT-TV 443,600 — 
Len Higgins, m.; Larry Carino, HAWAII 
c. Mm. Hilo KHBC-TV 80,000 _— 
KTVW 439,900 _— J. Howard Worrall, p. (Satellite 
Hisinsas lg —-. & g. sis. m. of KGMB-TV, Honolulu) 
Richard O. Sushila & ‘asf Honolulu KGMB-TV 80,000 _ 
Sei H. Pindell 2 sg Bs s. m.; C. Richard Evans, v.p. & g. m.; 
7 ; = Ralph Davison, Jr., ¢. sls. m. 
KXLY-TV 135,337 —_ = e . 
| KONA 76,250 — 
a - & ¢. m; | John D. Keating, g. m.; James W. 
KREM-TV 139,565 ge 
“et ° 4 KULA-TV 76,894 
—_ nage owner; Robert H. Jack A. Burnett, g. m.: —— 
pe, m. Warren, g. sls. m. 
Tacoma KTNT-TV (see Seattle) Wailuku KMAU 80,000 
(Seattle) KTVW (see Seattle) | J. Howard Worrall, p. (Satellite a 
Yak KIMA-TV 57,750 a 4 a KGMB-TV, Honolulu) 
ane : ’ — 
(Pasco) a y Farge a & g.m.; | PUERTO RICO 
| San Juan WAPA-TV 43,345 _ 
WEST VIRGINIA Delfin Fermandez, g. m.; Segis 
» seer Mundo Quinones, c. m. 
Bluefield WHIS-TV os _— » 
Jim H. Shott, p WKAQ-TV 75,000 _ 
in _, Rafael Delgado Marquez, ¢. m.: 
Charleston WCHS-TV 423,234 a Jorge Luis Rivero, sls. m. 




















British (Cont'd from page 111) 


In anticipation of network program- 
ming, ABC is putting a heavy accent 
on film. It means programs aired now 
can be retelecast later, with the repeat 
performances obviously lowering costs. 
Further, Mr. Towers affirms, “We are 
presenting expensive programs.” 

The ABC staff of 300 people (includ- 
ing crews for two mobile units) will 
work in one central studio and control 
in the heart of London, two suburban 
theatre-studios and one semi-permanent 
remote unit in London’s famed Palla- 
dium. To complete its facilities, ABC 
has purchased the British National 
Studios, being used now for theatre 
films by Towers of London. 


Profit Must Wait 


Although Mr. Towers has not pre- 
dicted his company’s weekly operating 
costs, he explains that pre-opening 
expenses have come to half the sum 
for which ABC is capitalized, £1.5 
million. And he doesn’t expect any 
profit the first year; “Not until we go 
network,” he explains. 

But the major selling job to be 
done, he feels, is to the public — in 
order to get them to convert their sets. 
While they are fully used to advertis- 
ing on movie screens, the British pub- 
lic, Mr. Towers says, “doesn’t know 
what to expect. I feel, however, the 
impact will be enormous.” 

ABC programming will start with 
an hour-long morning show, Saturday, 
to be built along the magazine format. 

Test patterns will follow that until 
3 p.m. Saturday. The tentative sched- 
ule, after that: 3-3:30 p.m., audience 
participation show, perhaps a Good- 
son-Todman package; 3:30-4 p.m., 
Official Films’ My Hero; 4-4:20 p.m., 
Home with Joy Shelton, live; 4:20- 
4:30 p.m., children’s show; 4:30-5 
p-m., Dick Turpin, Highwayman; 5- 
5:15 p.m., Filming in Africa; 5:15- 
5:30 p.m., Do It Yourself, an adver- 
tisers magazine, live; 5:30-6 p.m., 
sports results; 6 p.m., “closedown.” 

Saturday night’s programming will 
be 7-7:10 p.m., newscast; 7-10-7:15 
p-m., mystery film; 7:15-7:45 p.m., 
Around the Town, an audience par- 
ticipation quiz; 7:45-8:15 p.m., The 
8:15-9 p.m., a 


varietv show. live, from the Empire 


Scarlet Pimpernel; 


Theatre; 9-10 p.m., drama, filmed; 
10-10:15 p.m., newscast; 10:15-11 
p.m., Jack Jackson Show, live, from 
the noted Embassy night club. 
Sunday’s schedule, programmed by 
ABC for the London station, is: 2-2:30 
p.m., Guild Film’s Liberace Show; 
2:30-3 p.m., Free Speech, a news dis- 
cussion panel; 3-3:30 p.m., Ford 
Theatre to be called Stage 55, widely 
publicized as having a weekly budget 
of £10,000; 3:30-4:10 p.m., Sunday 
Afternoon, a fashion show; 4:10-4:30 
p.m., shopping show; 4:30-4:45 p.m., 
Zoo Club, remote from London’s 
famous zoo; 4:45-5 p.m., Noddy, 
puppet show; 5-5:30 p.m., Roy Rogers, 
film; 5:30-6 p.m., Adventures of Robin 
Hood, film; 6-7:30 p.m., “closedown.” 
The remainder of the Sunday sched- 
ule: 7:30-7.40 p.m., newscast; 7:40- 
7:45 p.m., Palladium Preview, an in- 
terview with a stage celebrity; 7:45-8 
p-m., previews of films at London 
theatres; 8-9 p.m., Sunday Night at 
the Palladium, live with 
Gracie Fields as first guest star, Bob 
Hope and Guy Mitchell to follow; 
9-9:30 p.m., Theatre Royal, filmed 
dramas to feature England’s best act- 
ing talent, to be distributed in the 
U. S. as Theatre; 9:30-10 p.m., J Love 
Lucy, film; 10-10:15 p.m., news; 
10:15-10:30 p.m., Celebrity Show; 
10:30-11 p.m., Billy Graham, film, and 


11 p.m., “closedown.” 


remote, 


Obviously, commercial tv under the 
ITA, whose headquarters, interest- 
ingly, formerly were the home of the 
U. S. Ambassador, has borrowed more 
than office space from America. And 
local observers are betting that the 
technique will prove practical. 

The venerable Manchester Guardian 
recently wrote: “The conclusion of 
‘the experts’ in London at the present 
time is that advertising agencies will 
do well out of commercial television 
from the day it goes on the air be- 
their 
writers and artists will have a wel- 
addition to 
already earn at 


cause revenues are assured: 


come whatever they 
Lime Grove; the 
ITA (if its accountants are doing 
their job) will collect its fees and pay 
off its liabilities without undue worry; 
and the program contractors will take 
their profits (if they have any) and 
carefully plough them back into the 
business.” 
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Here’s an old estab- 
lished one-stop source for 
all your direct mail adver- 
tising needs at reasonable 
prices... 
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HOOVEN LETTERS, INC. 

Producers of the famous indi- 
vidualized automatically type- 
written Hooven Letter, type and 
machine addressing, multigraph- 
ing, Nahmco Process Letters and 
all mailing and lettershop serv- 3 
ices. ey 
THE HORACE H. NAHM COMPANY 
Creators and producers of direct 
mail and printed advertising. ~~ 
Idea, Planning, Copy and Art 
facilities for resultful printed 
promotions. 





HOOVEN LITHOGRAPH COMPANY e: 
Producers of high quality offset ites 
printing in black and white and ~~ 
flat color. % 


NAHM PHOTOGRAVURE 
COMPANY ' 
Designers and producers of 
finest quality engraved and © 
| rotolith letterheads. , 
, Pay 
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FAST 
PICK UP 
AND DELIVERY 


One Call 
For All— 


HOOVEN LETTERS, INC. 


352 Fourth Ave., New York 10, N. Y. 
COMPLETE DIRECT MAIL SERVICES 
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Newsfront (Contd from 39) 


tion for each county indicated. While 
it has not been fully decided whether 
or not SAMS will go ahead with the 
survey they seem optimistic about its 
chances. 

James Seiler, president of American 
Research Bureau, has circularized sta- 
tions and made inquiries at networks 
as to interest in setting up a national 
sample of 500,000 homes from which 
it would be possible to project a 
county-by-county audience figure. Mr. 
Seiler estimates the cost of such a 
survey would be somewhere in the 
area of $1.3 million. 

The A. C. Nielsen inquiry to sta- 
tions and others was also in the nature 
of a feeler to determine interest. Re- 
turns are still coming in, and the 
Nielsen Company is undecided as to 
its course. 

Each of the private companies feels 
that while a survey by one research 
firm might be profitable there could 
not be enough return to make it pay 
if two or more undertake it. Each of 
the three interested is watching the 
others and at the same time keeping 
an eye on the NARTB and ARF 
activities. 

While it is still too early to be 
certain who will do the research or 
just what method will be used, the 
very real interest of advertisers, 
agencies, networks and stations seems 
to insure that some workable plan 
will be evolved and put into effect 
within a comparatively short time. 


THE BUYING SIDE. Regardless of 
who conducts the national set count, 
one point is certain: They'll have more 
receivers than ever to tally, judging by 
current sales. 

The Radio - Electronics - Television 
Manufaciurers’ Assn. reported last 
month that dealer shipments for the 
first half of 1955 totalled 3.0 million, 
as compared with 2.6 million for the 
comparable 1954 period. That sets a 
set-record. 

Stating the same fact in a different 
way, Benjamin Abrams, president of 
the Emerson Radio and Phonograph 
Corp., wrote distributors that July 
shipments by his company were the 
best in 40 years. “This also completes 
the best 6-month sales period in our 
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BENJAMIN ABRAMS 
Best six months 


history.” He ~dded, “I have every 
reason to believe that the balance of 
the year will yield the highest goal in 
sales and profits. . . .” 

It’s true that some sales graphs were 
literally boosted into the bigtime. 
Anxious to lower excessive inventories, 
some dealers have been offering “deals” 
like extra discounts, premiums or what- 
ever they could. Manufacturers, too, 
have begun to catch on to merchan- 
dising tricks, have speeded turnover 
some by offering remote controls, re- 
gional designs (for Texas or Califor- 
nia), cabinet color choices and clock 
timers. And at least one has capitalized 
on the current hotel-motel contest 
(which has resulted in between 10 and 
15 per cent of all guests now having 
tv sets, right along with the swimming 
pools): Westinghouse delivered some 
1,000 receivers to Dallas’ new Hilton- 
Statler, due to open in October. 

Even so, in July, usually considered 
the worst month in the year, sales hit 
the startling 400,000-mark. The pace 
was so good that dealers could only 
conclude the fall rush had begun two 
months earlier than expected. This 
boom — plus comparable uptrends in 
other areas — had the Federal gov- 
ernment wondering if credit controls 
shouldn’t be toughened. 

And it didn’t seem to make notable 
difference that many manufacturers 
had boosted prices. Stromberg-Carlson 
price tags were $5 to $15 higher; 
Emerson’s rise neighbored $10, while 
Admiral added from $10 to $20 to re- 
tail lists. The only contrast was a move 


by CBS to stimulate color when, in 
conformity with others’ prices, it 
pushed the price of its color set down 
from $1,100 to $795. 

But, all current market factors aside, 
there remained a single notable point: 
People who had latched onto tv during 
its great surge in 1940-50 simply 
needed — or wanted — new sets. 


TV’S HOME INFLUENCE. Addi- 
tional proof of the important influence 
of television among women is offered 
in a new NBC-TV study, announced 
by Hugh M. Beville Jr., director of 
research and planning for the network. 

Although limited to one NBC-TV 
segment, the Home program (Mon.- 
Fri. 11-12 noon), the test of influence 
tends to support and expand research 
reported a month ago by Television 
Bureau of Advertising (“Television 
Wears a Halo,” TELEVISION AGE, Au- 
gust, 1955.) 

In the TvB study it was shown that 
association with tv benefits every ad- 
vertiser on the medium in the eyes of 
typical women shoppers. In the NBC- 
TV research it is shown that television, 
as illustrated by the Home show, is a 
prime source of service information 
for women, leading long established 
magazines. 

The study, executed in February, 
1955 on a nationwide basis by the 
Psychological Corporation, set out to 
discover which magazine, radio pro- 
gram, newspaper or television program 
is regarded by women as their main 
source of information and ideas on 





HUGH M. BEVILLE 
Tests tv influence 




















fashions, cooking, housekeeping and 
home decoration. The reasons for 
these opinions were also sought. Five 
thousand homes were surveyed by 
personal interview with the woman of 
the house. Homes were located in 
1,000 interviewing areas, in 364 urban 
places in 9 localities throughout the 
U. S. Areas where Home is not seen, 
as well as those where it is, were 
included. 

Women in all parts of the country, 
both inside and outside the Home cov- 
erage area, were asked first what was 
their main source of information and 
ideas on the subjects covered. Maga- 
zines ranked first, with 36 per cent; 
newspapers second, with 24.6 per cent; 
television third, with 23.9 per cent 
and radio last with 4.7 per cent. 

After this general question women 
were asked which magazine, program 
or paper was their main information 
source. Results gave: Better Homes & 
Gardens 6.9 per cent, Home 6.8, Good 
Housekeeping 6.3, Ladies Home Journ- 
al 4.8, McCall’s 3.1, Women’s Home 
Companion 2.5, American Home 2.1, 
Arthur Godfrey 1.2, The Big Payoff 
1.1 and Woman’s Day 0.9. 


Less Than Year Old 


NBC points out that while Home is 
less than a year old the three maga- 
zines immediately following it in pop- 
ularity are 70, 72 and 85 years old 
respectively. 

When the questioning was limited to 
Home’s own coverage area the tv pro- 
gram became number one as a source 
of service information. Ranking in this 
area, which includes some 85 per cent 
of all tv homes, follows: Home 7.6 
per cent, Better Homes & Gardens 7 
per cent, Good Housekeeping 6.0, La- 
dies Home Journal 4.5 and McCalls 
2.9. 

The NBC researchers conclude that 
Home outranks all specifically named 
magazines, except one and all news- 
papers, radio and other television pro- 
grams as a main source of homemak- 
ing information and ideas in the ur- 


ban U.S. 


POST - FREEZE STATION PIC- 
TURE. Post-freeze vhf stations are 


doing very well, thank you, if the 
FCC’s survey covering the first ten 
months of 1954 is an accurate index. 

(Continued on page 127) 
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On the air with Full Power (no 
waiting for stepped-up power), 
with CBS Shows and Established 
Local Personalities. 






THE MARKET 


Now cover the rich Alabama, 


PRD srekasctnaptinsnciinesentivennn 795,100 Mississippi, Florida Gulf Coast 
| ‘TV Sets im Aen ........ccrcceereceeeee 128,121 area the easy, fast, and sure way. 
| Effective Buying Power.....$894,665,000 Now you can GO with the station 
Retail Salles ..........csccoressees $604,951,000 that has the power to move 


merchandise. 


Mobile, Alabama 


WKRG Up 


| Represented by AVERY-KNODEL, INC. 
_ Ken Giddens, President —C. P. Persons, General Manager 
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Between the dark 
and the daylight 


when the night is beginning to lower 
Comes a soaring upsurge in the ratings 


that’s known as the children’s hour... 


In less than | year, KTRK-TV has changed the Houston market. 
At the daily children’s hour between 5 o'clock p.m. and 6:30 p.m. 
up to 60% of the audience watches Channel 13 . . . And they'll stay 
for the great lineup of ABC family shows . . . Warner Brothers, 
Disneyland, Lone Ranger, and Rin Tin Tin. 
Good shows make good adjacencies—call us or BLAIR TV. 


THE CHRONICLE STATION, CHANNEL 13, P. 0. BOX 12, HOUSTON 1, TEXAS — ABC BASIC 


KTRK 7 V HOUSTON CONSOLIDATED TELEVISION CO., General Mgr., Willard E. Walbridge; Commercial Mgr., Bill Bennett 
NATIONAL REPRESENTATIVES: BLAIR-TV, 150 E. 48rd St., New York 17, N. Y. 
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In the picture 


Two directors and executive committee members of 
the Kudner Agency, New York, have been named senior 
vice presidents, Myron P. Kirk (|) and Shafto H. 
Dene (r). They’re joined by Clarence Hatch Jr., 
heretofore executive v.p. at D. P. Brother, Detroit. 
Tv-veteran Kirk joined Kudner in 1941, set paces with 
the Berle and Caesar-Coca shows. Along with Kirk, 
Dene was one of the founders of the present agency in 
1945. He started as a copywriter with the late Arthur 
Kudner in Chicago more than a decade ago. 





On the 20th anniversary of its founding in 1935, the Leo Burnett Co., Chicago, announces 
the election of a new president, Richard N. Heath, former executive vice president of the 
agency. A 19-year member of the company, Heath succeeds Mr. Burnett who will continue on 
an active, full-time basis as board chairman. Dick Heath, who has also been serving on the 
plans supervisory and executive committees, will head up an agency that started with a staff 
of seven, only three clients and billing of less than $1 million. With its 625-man staff, 28 
internationally known clients and billing of some $65 million, the Leo Burnett Co. today 
ranks among the top ten agencies. Two of its original three accounts, the Green Giant Co. and 
The Hoover Co., still remain on its roster. Although the agency has offices in New York, 
Hollywood and Toronto, its headquarters remain at 360 N. Michigan Ave., Chicago. 





Ted Bates & Co., another of the top agencies with a reported billing of some $46 million 
last year, has elected Rosser Reeves, formerly vice chairman, to the chairmanship of its 
board. Mr. Reeves has been with the agency since it was founded in 1940, signed on as one 
of its original copy supervisors. Earlier, he had started in advertising with Blackert Sample 
& Hummert (forerunner of Dancer-Fitzgerald-Sample) as a copywriter, subsequently moving 
to Benton & Bowles in the same capacity. Mr. Reeves, now 45, was born in Virginia. the son 
of a minister, and was educated at the University of Virginia. He is married to the former 
Betty Joy Street of Richmond, and they have two sons, one daughter. His hobby, besides 
advertising, is an International Class yacht, Spellbound, which he races on weekends. As an 
expert chess player, he led the U. S. team in its recent match in Russia. 





George J. Abrams started his advertising career in 1936, after an M.A. in business 
administration at NYU, when he became assistant to the advertising manager at National 
Biscuit. After three years in the Navy, he became product advertising manager with Whitehall 
Pharmacal and, in 1946, director of marketing research and assistant merchandising manager 
with Eversharp. The next year, he joined Block Drug as advertising manager and, among its 
20 product brands, managed the highly successful introduction of Amm-i-dent toothpaste in 
1949, saw the dentifrice climb to a leading spot in its super-competitive field. Now the 
37-year-old Mr. Abrams is Revlon’s vice president in charge of advertising. Between business 
appointments, this resident of Summit, N. J., has contributed articles to advertising publi- 
cations, headed ANA committees and taught advertising where he started — at NYU. 





New president of RKO Radio Pictures, recently bought from Howard Hughes by General 
Teleradio (TELEVISION AGE, August, 1955), is Daniel T. O’Shea, 51, former vice president 
and general executive, CBS, Inc. A Harvard law graduate in 1928, Mr. O’Shea joined 
Radio-Keith-Orpheum as a New York attorney, moved to the Hollywood offices in 1932. 
Four years later he went to Selznick International Pictures as assistant to the president, 
becoming a v.p. in 1939 and president of David O. Selznick Productions in 1941. Subse- 
quently, he was president of Vanguard Films and executive director of the Selznick Studio 
before joining CBS in 1950. Headquartered in CBS-Hollywood offices, he supervised business 
affairs relating to program operations for both radio and television networks. A Holy Cross 
alumnus, Mr. O’Shea is married and the father of three sons. 
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In the picture 





Top-flight independent 
producer Louis G. Cowan 
has joined CBS-TV pro- 
gramming to specialize in 
“new ideas.” With Quiz 
Kids, Stop the Music and 
$64,000 Question on file, 
Cowan retains ownership of 
his company, but sheds its 
management duties. 


Research psychologist at 
CBS Radio since 1946, Dr. 
Gerhart D. Wiebe is now 
assistant to the president of 
CBS, Inc. Prior to joining 
CBS in 1942, Dr. Wiebe was 
in educational research at 
his alma mater, Ohio State; 
he is also the author of 
many psychology articles. 





New president of the important Advertising Research Foundation is William A. Hart, 
retiring — after 31 years — as director of advertising for E. I. du Pont de Nemours. And 
Mr. Hart brings to his new position enormous depth of advertising experience: Besides being 
on the ARF board since 1953 and chairman of its projects development committee, he is a 
former president, vice president and director of the Association of National Advertisers, has 
also been vice president of the National Better Business Bureau and of the Advertising 
Federation of America. Further, he’s been a director of the Audit Bureau of Circulations 
since 1927, its board chairman from 1952 to 1954 and coordinator of The Advertising 
Council’s ACTION campaign. He takes his new post Nov. 1, succeeding Edgar Kobak who’s 
held it with rare competence and faithfulness since he took it “for a year or so” in 1952. 





Frank Riordan marks ten years’ service with Storer Broadcasting Co. by earning 
a new title, managing director of wess-tv Miami. Mr. Riordan entered broadcasting as 
an NBC mail boy in Chicago, while still in school, then spent several years in sales pro- 
motion for NBC’s central division there. A four-year Army interim followed with Riordan, 
who was wounded twice, seeing every theatre of operations. A civilian again, he became 
sales promotion manager of wcBs Miami late in 1945, two years later transferred to sales, 
itself, as account executive. In 1951, Mr. Riordan was upped to sales manager of the radio 
outlet, compiling so notable a record that he was named sales manager of WGBS-TV when 
Storer bought the station last January. Now, his new title. An Oak Park, Ill. native, 
Riordan’s spent 18 of his 38 years in broadcasting. He and his wife, Helen, have two children. 





Announcement of Harry Y. Maynard as station manager will have become ollicial with 
the opening of KNTV San Jose, Channel 11, scheduled for about Sept. 1. The new station will 
have its antenna more than 4,000 feet above sea level atop Mt. Loma Prieta, its offices at 
645 Park Ave., San Jose. New operations are, however, no novelty for this capable tv executive. 
Mr. Maynard started in the radio dept. of BBDO, Hollywood, for four years, then joined the 
coast’s first commercial tv outlet, KTLA Los Angeles, as sales manager in 1945. And when 
wciA Champaign, IIl., opened five years later, he moved there to become its first general 
manager. Now at KNTV, Harry Maynard is literally in home territory. He was born in 
San Jose where his father practiced dentistry and his mother, during her lifetime, was a 
prominent sportswoman. Mr. Maynard is married and the father of three daughters. 





Young man with a bright future is what they undoubtedly considered Charles R. White 
when he took tv training given by NBC in Hollywood and at the Du Mont studios in New 
York. Now the description is being borne out, for he has been named general manager of 
the new KLEw-Tv Lewiston, Idaho, Channel 3. Announcement was made by the Lewiston 
Tv Co., wholly owned subsidiary of Cascade Broadcasting Co. which also operates KIMA-TV 
Yakima and KEpr-tv Pasco, Wash, Until now, White has been commercial manager of the 
world’s first uhfer, kptv Portland, where, as the first employe on the staff, he helped put the 
station on the air three years ago. Shortly after it opened, he was made commercial manager, 
retaining the title to the present. Earlier, Chuck got his first business experience in public 
relations, advertising and—a tip toward his tv future—as a movie photographer. 
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Newsfront (Cont'd from 123) 


Of the 144 v’s covered in the report, 
52, or 36 per cent, were making 
money; another 50, or 35 per cent, 
although reporting an overall loss, 
were showing a profit in October or 
in earlier months, while 42, or 29 per 
cent, had monthly losses. 

These figures are impressive when 
it is remembered that all of these sta- 
tions went on the air after the freeze 
was lifted. They become more impres- 
sive in view of the fact that this is a 
report for the first ten months of 1954, 
ending almost a year ago. 

The TELEVISION AGE Business 
Barometer shows that tv billings, as 
of June, are up 25 per cent in local 
business, 29 per cent in national spot 
and 29.7 per cent in network over the 
same point a year ago. If billings for 
these stations increased in proportion 
it may be assumed that most of the 
50 stations showing a profit in any of 
the months covered last year are well 
into the black by now. It may also be 
predicted that some of those without 
a profitable month last year are now 
either out of the red entirely or verg- 
ing on that worthwhile achievement. 

Utilizing the FCC figures and the 
Business Barometer reports, TELEVISION 
AGE believes that at least 75 per cent 
of the post-freeze v’s are now out of 
the red. 

The u’s are a different story. Of the 
122 which reported to the FCC, only 
18, or 15 per cent, made a profit the 
first 10 months of 1954. Another 15, 
or 12 per cent, had some profitable 
months. Of the remaining 89 (73 per 
cent of the whole group) that reported 
continuing monthly losses, 31, or 35 
per cent had closed by June 4, 1955. 

Applying the same yardstick to the 
u’s that was applied to the v’s and 
taking into consideration the overall 
gains made by television as a whole, 
the 18 stations that made a profit last 
year should still be in the black. To 
these may be added the additional 15 
that made an occasional profit last 
year for a total of 33 stations which 
may be in the profit column now. The 
remaining 58, or 63 per cent, are prob- 
ably still in the red. 

Judging by the figures available, it 
seems that only about 35 per cent of 
all u’s are now making their costs. 
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CAMERA SUPPLIES 





Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


gamers CQu EQuipment 


1600 RAISQU New York City 
JUdson 6-1420 








COMMERCIAL PRODUCERS 





FREE MOVING PUPPETS 
Write or phone for details. 
GLOBAL TELEFILMS INC. 
35 West 53rd Street 
New York, N. Y. 
CIrele 5-7991 





CONSULTANTS 





ae tS Scripps Assoc. 


ation Consultants 
1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 








FILM EQUIPMENT & PROCESSING 





* Quiet ® Roll ’em 


eACTION! 


— Equipment for the movie —— 
— and Television Producer — 


THE CAMERA e MART, Inc. 
1845 B’way N.Y. 23, N.Y. Circle 6-0930 








Sales-Service-Renfals 


Motion Picture and Television Equipment 
WRITE FOR CATALOG, Dept E 


NATIONAL CINE EQUIPMENT, Inc. 


209 W. 48th St., New York 36, N. Y. — Circle 6-0348 





MUSICAL COMMERCIALS 





phil davis 
musical enterprises 


“distinctive musical 
commercials” 


1650 BROADWAY @® N. Y. 19, N. Y. 
COlumbus 5-8148 


Brochure on request 
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Please insert my advertising 
message in your “Service Di- 


rectory.” 





Frequency & Rates 
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According to the British publication, 
Tv Newsletter, after the English croon- 
er David Whitfield earned $10,000 for 
a 12-minute stint on a U. S. tv show, he 
commented: “I like working in Amer- 
ica, Americans are warm-hearted 
people.” 


* * tw 


Recently, Joe Collins of the N. Y. 
Yankees hit a home run off pitcher 
Early Wynn of the Cleveland Indians 
to win a night game in the 10th inning. 
Early’s mother had been watching the 
game on tv. When the homer landed in 
the stands she snapped off the tv set 
and gave it a fretful kick. The set came 
off unmarked, but Mrs. Wynn broke 
her big toe. 


& a = 


On the same night watching the same 
Yankee-Cleveland game was a man in 
New Jersey. When Collins plied his 
winning poke, the man, a Yankee fan, 
sighed happily, turned off his set and 
hied back to the kitchen to fix himself 
a long, cool drink before going to bed. 
He had hardly uncorked before an 
automobile, out of control of its driver, 
bounced off a tree and into his living 
room, wrecking the tv set and all other 
furniture in the room. Needless to point 
out, that man today is more than ever a 
Collins fan. Joe and Tom. 


* * * 


Life in this television age: Jt’s been 
reliably reported to us from parents 
close to the situation that a young sum- 
mer camper had to be returned home a 
short time after his arrival at camp be- 
cause he was homesick. He had never 


- been away from television before. 


128 


* * * 


Tv in pre-infancy days: Back in 
1938, when a tv station in order to 
keep its license had to stay on the air 
at least five hours a week, one net- 
work’s tv outlet in New York com- 
plied by running as much government 
(that is, free) film as it could get. 
One Saturday morning after the boys 
at the station had put on a government 
film and had begun their customary 
poker game, the phone rang. The 
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reverme re Camera 


caller suggested that the man in the 
studio look out the window at a near- 
by bar which could be seen from the 
studio and was at that time one of the 
few places—public or private—to have 
a tv set. The studio man looked and 
saw that a huge crowd had gathered 
around the bar. The voice on the phone 
next asked if anyone at the studio had 
glanced at the studio monitor. The 
somewhat indignant answer was, no, 
we never do, it interferes with our 
poker game. The voice said you ought 
to. Studio man did. On screen was a 
nude woman doing what looked like 
calisthenics. Man hung up quickly and 
investigated the film. And, as the story 
goes, he took it off the air immediately. 
The film was one on the proper exer- 
cises for pre-natal care. 








What’s in a namé? Tom Gallery is 
the manager of sports at NBC-TV.... 
At wrFa-Tv Pensacola, the chief engi- 
neer is a man called Caput. . . . The 
program manager of KOMO-TVv Seattle 


is Dave Crockett. 
* * * 


Speaking of Davy: It seems that one 
day the young man of a house asked 
Mom to call a local disc jockey and 
place a request for the Ballad of Davy 
Crockett. Mom called. But in the proc- 
ess, she became, you might say, a little 
mixed up and asked for the Ballad of 
Betty Crocker. 

* * * 

What we promise will be the last of 
the Davy Crockett stories comes to us 
via a fellow just back from Mississippi. 
Many small towns in that state have no 





public library, and a local church often 
fills this need. An eight-year-old boy 
came to one of these church-libraries 
and borrowed two copies of Davy 
Crockett books. When they were not 
returned in more than due time, the 
situation was looked into. It was found 
that the boy was renting out the two 
copies to other kids for ten cents a day. 


ae ab 


A survey of show people was taken 
a while ago to find out who those in 
the entertainment dodge think is the 
most important man in the last 100 
years. The winner: Freud, followed 
by Edison, Einstein and Darwin. What 
makes this a tv item is that Liberace 
got two votes. 


* * * 


Then there was a solo survey taken 
by actor Jim Backus. Jim polled teen- 
agers on a Florida beach about their 
likes and dislikes of tv and other show 
business media. If they didn’t like 
something they would run and jump 
into the ocean. The farther out the 
teenagers swam, the greater their dis- 
pleasure. For certain tv comics they 
swam out of sight. But when Marlon 
Brando and James Dean were mention- 
ed, the girls threw the boys in the 
ocean, * 


* * eo 


There were two winners in our July 
Somebody-Goofed contest. We received 
a truck load of mail and a trunk line 
of calls, and many of them were right 
about the fact that on a recent Pond’s 
show called Life and Taxes somebody 
goofed in having the play’s hero re- 
ceive perpetual sovereignty over a piece 
of land by an act of the U. S. Congress 
passed in 1781. As Lawrence “Bud” 
Rogers, the wsaz-Tv Huntington Hero- 
dotus, and others pointed out (but, 
alas, too late to cop the prize), there 
was no U. S. Congress until 1789. The 
first replies to so state came simultane- 
ously from two scholars and advertis- 
ing men out of Wm. Savage & Co., Cin- 
cinnati: Thomas M. McDonough and 
Lester C. McMullen. Congratulations, 
Macs. Sorry, Bud. 








Monday thru Saturday 1:00 p.m. 


No question about it ... the Quiz Club can increase your 
sales because this exciting and popular television show is in 


a perfect time slot featuring two great personalities . . . Brent 
Gunts and Jay Grayson. Both have long and excellent rec- 
ords in TV experience. They greet studio guests with samples 
of advertised products. Actually the Quiz Club offers 
a night-time audience at day-time rates. 











The man who said “build a better mousetrap etc.” wasn’t kidding! 
Ever since we announced our new ABC-TV affiliation to be ef- 
fective Sept. 28—and plans for our new “Big Time Daytime” fall 

programming—time buyers have not only beat a path to our door 
..they’ve darn near beat down the door requesting availabilities! 


The first four weeks after our announcement we had the biggest 
upsurge of spot business in our history—gratifying proof that 
dynamic, imaginative programming is the number-one de- 

mand of the nation’s TV advertisers! 


The new ABC evening line-up of such fresh, stimulating 
shows as Mickey Mouse Club, Warner Brothers Presents, 
MGM Parade, Wyatt Earp, Bishop Sheen, Wednesday 
Night Fights and Disneyland (plus the older ABC-TV net- 
work favorites) will be preceded by a “Big Time Daytime” 
schedule that’s a sponsor’s dream. 


Now, for the first time in Kansas City, you have flexi- 
bility of format that allows any type of commercial 
handling you desire! You can assume complete spon- 
sorship of high-rated station-produced shows... of fine 

syndicated film shows...or you can buy filmed minute- 
participations...schedule live commercials, demonstra- 
tions, sampling or audience-participation testimo- 
nials . . . utilize station breaks or IDs in saturation 
schedules. See your Free & Peters Colonel for details. 


You ask for it, we'll deliver it —to the farthest 

reaches of the Kansas City trading area from our 
1,079-foot tower (tallest in the area) and 316,000 
watts of power.’ Hope we'll be ABCing you on 
Channel 9 this fall! 


KMBC-TV 


Kansas City’s Most Powerful TV Station 











